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Rou h Proofs ‘MIRACLE PROTEIN FOOD' Civilian Supply 
gr ge Office Is Given 


' WET WOOGHT [A 


Gladys the beautiful receptionist 
says she supposes the reason most 
ad men take a second look at pretty 
girls’ legs is because nowadays they 
are so interested in liquid stockings. 


| 


What ever became of that Wash- 
ington expert who kept predicting 
that most of the retailers would be 
out of business in the second year 
of the war? 


7) = 


Mechanix Illustrated says Japan 
will soon be hit by another destruc- 
tive earthquake, but positively. 
Maybe Doolittle’s boys are prepar- 
ing for a return trip. 


> = a 


Famous characters such as Jiggs | 
& Maggie, Blondie, Toots & Caspar, 
Popeye and the Katzenjammers de- 
pict life as it is, says Puck—the 
Comic Weekly. Have you a little 
Katzenjammer in your home? 


Stoy, new soy flour manufactured by A. 
E. Staley Mfg. Co., Decatur, Ill., is being 
tested in eight markets, via newspapers 
and radio. This is the full-color, one 
pound package. (Story on Page 6.) 
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Mr. Fly is having another satin! 


' 
this “time with an investigating | Ward's to Repeat 
ste Sa 80" | *Grqu Catalog’ 
for Garden Fans 


Elaborate Limited 

Edition Given New 

Sales Assignment 
(Picture on Page 47) 


| se 


The Journal of the American 
Medical Association carried over a 
million dollars’ worth of advertis- 
ing in 1942, which in a manner of 
speaking is just what the doctor 
ordered. 


oe 


Running heads on _ publications | 
have been going for a long time, | 
and perhaps it’s no wonder that 
some of them are now running 
right off the pages. 


Montgomery Ward & Co. and char- 
acterized, with considerable justice, 
as the most elaborate mail order 
catalog ever produced, will be re- 
printed in expanded form for the 
|1944 gardening season. 
“Some marriages,” says The | The book is not only the most 
Diary, “are reminders of the fact|elaborate and expensive 
that everybody can sell somebody.” 
And also suggest that not every- | or 
body can keep somebody sold. 
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nursery products, but sets a 
sales-making precedent for the mail 


jas a “group selling” tool, rather 
|than an individual sales stimulator. 
| Printed on heavy coated stock, 16 
Supplee-Wills-Jones Milk Com- | by 18 inches in size, and hand- 
pany, Philadelphia, is training high | somely bound in cloth, with a plas- 
chool boys in soda fountain work, |tic binding and a four-color 
nd no doubt is permitting the stu-|reproduction pasted into a 
‘ents to sample their own products. |die depression on the 


er 


rose 
blank- 


garden book obviously cannot be 

ewe distributed to individual buyers in 

|the same manner as the general 

— Ward catalog or the special catalogs 
Why are mules often sick on | ; og . . gs 


of the home furnishings depart- 
|ment or other departments. It is 
designed, rather, to doa special sell- 
|ing job which has never before been 
|attempted by a Ward catalog. 
One for Each Store 
| Enough copies were 
supply one to each Ward retail store 
and to each Ward order store, where 
they were fitted into the 
(Continued on Page 42) 


DIRECTORY OF FEATURES 


londay?” asks Progressive Farmer, 

nd then neglects to give the an- 
er. Do thecritters go on a week- 
i spree in the green pastures? 


_ a 


Cannon Mills features Elaine 
‘con in full color in a bath-room 
ene, and chances are she _ will 

‘oat her tub right into a Hollywood 
vie. 
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“What would you do if you were | Admen in the Armed Forces 


ining our business?” asks Frank-| Chain Store Figures 38 
Distilleries, probably not re-| pian of an Adman 
ling Omar’s remark about the in- rd 
\ificance of what vintners buy. | Editorials ” 
Getting Personal 18 


7-7 Information for Advertisers 


Wh a —_ Obituaries 
when as roducts appointed | ph.+ hic Revi 

Advertising to handle its aaa MP eae = 
mon mixer account, ApveRTIsING | '°S'Wer Fienning 
‘E of course featured the story as | Private Lines 
Last Minute News Flash. 


Copy Cus. 


Rough Proofs I 
Voice of the Advertiser 


|much it has been reduced and what 
|}measures are possible to expand it, 
|broke through this week in Wash-| 


|ments, War Production Board, is the 
| official 


|looking after civilian supply. This 
;week Arthur D. Whiteside, former 
|Dun and Bradstreet president who 
; now directs OCR, was given sweep- | 


|\Charles E. Wilson, executive vice- 


Chicago, July 22.—‘Wards Book | to direct industry divisions of WPB | ing 
of Gardens,” produced this year by|in the selection of types of custom- 


catalog | 
ever produced to sell seeds, plants | 


order house because it is designed | 


cover, the| 


| 
| 


printed to| 


store’s | 


| Ad-libbing 10| 


30 | Plane.” 


| bags. 
0 g 


44 Wise, Schultz Elected to Macfadden Board 


'30°/, FRESHER’ 
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Sweeping Powers — 


Takes Over Wholesale, 
Retail Trade Groups 
from WPB 


By JOHN CRICHTON 


Washington, D. C., July 22.—The 
question of civilian supply, how 


ington news despite grim reports of 
lags in war production. 


A series of laboratory cigaret ‘freshness 
The Office of Civilian Require- 


tests" under desert-dry conditions pro- 
vides a new competitive theme—'30% 
Fresher"—for Chelsea cigarets in this | 
newspaper advertisement, latest in its | 
regular series. Warwick & Legler, New 
York, handles advertising for the Larus 


organization charged with 


ing powers by a directive issued by 


& Bro. Co. product. 
chairman of WPB. 
The directive transferred to OCR 
the wholesale and retail trade divi- 


No Shortage of 
sions of WPB, and the consumer ' 
service | sections ot, the service! Anti-Praeze to 


brings under OCR jurisdiction the 
administration of the order regulat- . 

ing the inventories of manufacturers arass otorists 
and retailers. Mr. Whiteside will 

have the assistance of a consumer | 
goods distribution committee, which | 
will advise OCR on methods for co- | 
ordinating its activities with those | 
of the services and other claimant | 
agencies. | 


‘Permanent’ Types 
Available Only 
Under WPB L-51 


May Decide on Customers | New York, July 22.—Despite hot, | 
Indicative of the trouble which| sizzling weather, gas rationing, and | 
OCR has had in establishing equit-|the fact that rubber tires are a 
able distribution, even after its sur-| legend so far as Mr. Average Mo- 
veys have disclosed the amounts | torist is concerned, several compa- | 
needed, the order empowered OCR | nies are in the process of formulat- | 
advertising campaigns for | 
anti-freeze mixtures, with two cam- 
ers to whom manufacturers and| paigns currently appearing in trade | 
producers may ship consumer goods.| and consumer publications. 
OCR was not permitted, however,| Last winter motorists in some | 
to issue an order directly to the) sections of the country were in a | 
manufacturers working under the/|dither when anti-freeze mixtures | 
controlled materials plan or the in-| became _ virtually unobtainable | 
dustry divisions of WPB. The in-| through a combination of limited 
(Continued on Page 41) (Continued on Page 45) 


Last Minute News Flashes 


Pittsburgh Newspapers Ask Optional Insertion Dates 

Pittsburgh, July 23.—Effective immediately the Pittsburgh newspapers, | 
Sunday excepted, have requested all advertisers and agencies to author- | 
ize optional insertion dates from Monday to Friday, inclusive. The re- 
quest was made because of the government newsprint conservation order 
L-240 requiring newspapers to reduce their newsprint consumption an- 
other 5% during the third quarter. Every effort will be made to meet 
preferred insertion dates indicated in orders, it was stated. The dead- 
line for the cancellation or kill of an advertisement will be 12 noon the 
day before the publication date. Pittsburgh newspapers are the 
Post-Gazette, Press and Sun-Telegraph. 


Heavy Schedule to Promote Marvella Pearls 

New York, July 23.—Concentrating almost exclusively on its high- 
priced goods, Weinreich Bros., New York, maker of Marvella simulated 
pearls, will launch a heavy advertising drive with full bleed pages in 
the August issue of Bride’s Magazine, Esquire, Good Housekeeping, Har- 
per’s Bazaar, Mademoiselle, Town & Country and Vogue. Copy is de- 
signed to educate the consumer as to features of quality pearls. The 
campaign is expected to run through Christmas. Abbott Kimball Com- 
| pany, New York, is the agency. 


Kidde Starts New Campaign in Magazines 


New York, July 23—Walter Kidde & Co., Belleville, N. J., manufac- 


34A turer of fire extinguishing equipment, has started a new campaign built 


around the theme “4 things to look for when you buy your postwar 
Half-page insertions are to appear in Life, Newsweek and The 
Saturday Evening Post. Copy plays up Kidde safety devices, including 
built-in extinguishers, oxygen cylinders, power actuation, and flotation 
Newell-Emmett Company, New York, handles the account. 


New York, July 23.— Harold A. Wise and Joseph Schultz have been 


40 | elected to the board of directors of Macfadden Publications, Inc., accord- 
12|\ ing to an announcement following a regular meeting of the board. Mr. 


Wise, vice-president and advertising director, has been with the company | 


24| for 24 years. Mr. Schultz has been general counsel for 20 years. 


‘ 


isented $56,000 


Heavy Advertising 


Program Backbone 
of Pulp Campaign 


Dailies Have Raised 
$50,000 to Advertise 
in Weekly Papers 


New York, July 22.—After,ce- 
menting its organizational setup, 
the War Activities Committee of 
the Pulpwood Consuming Indus- 
tries is preparing to embark on a 
long range advertising and public- 
ity program, the basic objectives of 
which are to keep present labor at 
its task of cutting pulpwood, en- 


tourage present labor to devote a 
|full work week to the job, attract 


new full-time labor to pulpwood 
cutting, and to enlist new part-time 
labor, such as farmers, to cut wood 
on their own or more productive 
land. 

Working hand in hand with the 
American Newspaper Publishers 
Association’s Newspaper Pulpwood 
Committee headed by Walter M. 
Dear, publisher of the Jersey City 
Journal, Pulpwood Consuming In- 
dustries points to the local adver- 
tising campaigns in pulpwood pro- 
ducing areas, which are being 
planned by the newspaper commit- 
tee. Because a paid advertising 
drive could be pre-merchandised in 
the local pulpwood areas by the lo- 


cal newspapers, local committees 
and individual mills, Mr. Dear’s 
committee took steps to provide 


necessary funds to pay for the ad- 
vertising space. 

The Newspaper Pulpwood Com- 
mittee has requested from the daily 
newspapers throughout the country 
a contribution of 5c per ton of 
newsprint consumed by each pub- 
lisher during 1942. The group al- 
ready has an assurance of obtaining 
over $50,000 for this purpose. The 
maximum possible fund is $187,500 
based on approximately 3,750,000 
tons consumed by all dailies. 


Urge Local Committees 


Each weekly newspaper 
receives an advertising 


which 
schedule 


| will be urged to set up a local pulp- 


wood committee, which will receive 
a weekly stimulus mailing from the 
National Newspaper Pulpwood 
Committee suggesting that editors, 
county agents, state or county 
foresters, and mill representatives 
form the nucleus of each local com- 
mittee. All local committees will 
receive a manual of suggestions 
which will tell how to set up the 
committee, suggestions for a contest 
plan, and how to obtain pulpwood 
specifications and prices from mills 
for use in their local publicity. 

Before an organized plan was 
formulated by the pulp and paper 
industry to meet the pulpwood 
crisis, magazines initiated a cam- 
paign for this purpose headed by 
Charles Rees, sales promotion man- 
ager of Country Gentleman, under 
the auspices of the National Pub- 
lishers Association. The efforts of 
the magazines have now been fully 
coordinated into the over-all cam- 
paign plan. 


Distribute Pamphlets 


The magazines have created and 
distributed publicity in the form of 
feature articles and editorials in 
farm publications whose circulation 


blanketed the principal pulpwood 
producing states. Special four-page 
inserts outlining the pulpwood 


problem and urging farmers to co- 
operate were run in the June issues 
of these same magazines, and the 
value of this advertising repre- 
worth of space. 
Nearly 75,000 pamphlets were 
printed for distribution to farmers 
which contained an outline of the 
pulpwood problem and government 
statements urging farmers to con- 
tribute to the war effort by cutting 
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more pulpwood and explaining how | local U. S. employment offices, lo- 
this should be done. |cal draft boards, local OPA offices, 
In addition, 42,000 posters were|and local press organizations. 
printed urging farmers to cut pulp-| Approximately 15 advertisements 
wood as a direct contribution to the | will be made available for mill use. 
war effort, and a mailing was sent| Space will be provided in them so 
to pulp and paper mills throughout | the mills can fill in their own sig- 
the country and to local govern-/|natures, specifications and prices. 


ducing areas, containing an outline | and the space paid for by the local 
of the magazine material and its|mill. Pamphlets will be prepared 
purpose, urging local cooperation. | for distribution to farmers outlining 
The War Activities Committee is|the need and patriotic reason for 
now working with the magazines in 
the development of plans and pro- 
cedures for continuing this type of 
cooperation. 
Recognizing 


how this should be done. Posters 
will be available for mills to dis- 
tribute in their localities. Speeches 
importance of | will 


the 


the need by mills for material for | izing them. 
their own use, field studies have | 
been made by members of the War | Funds on Voluntary Basis 
— Activities Committee and its adver-| Funds are solicited by the War 
: tising agency, C. L. Miller Com-| Activities Committee on a volun- 
pany, New York, to ascertain the | tary subscription basis from pulp- 


needs of the respective pulpwood | wood consuming mills, which are 


territories and the type of material| being asked to contribute on the | 
basis of 5c per rough cord of 126 cu. | 


Based on these studies, each par-|feet of the domestic pulpwood 
ticipating mill in this campaign will which was consumed in the first 
receive an outline of the pulpwood | quarter of 1943. Frank Block, for- 
campaign depicting the over-all|merly director of the scrap cam- 
pulpwood program and the mate-/|paign, has been employed as head 
rial employed as it relates to the|of this new effort with a staff of 
individual mill localities, in addi-| three. 
tion to a list of important local units The committee points out that 
which will help the mills solve their| the pulp and paper industry is in 
particular pulpwood problems.|an unfortunate position because it 
These units include local farm or-| 


ganizations, local committee agents,| part it plays in the national econ- 


required. | 


ment agencies in the pulpwood pro-| These advertisements are to be run | 


cutting pulpwood with descriptions | 


also be provided for use at) 
the activities of the local mills, and | meetings with suggestions for local- | 


omy to the American people; 
neither has it projected itself and 
its value to the war economy. 

“The handicaps resulting from 
failure to do this are readily dis- 
/cernible when one notes the knowl- 
,edge which the American people 
jand government officials have of 
other great industries, as compared 
with pulp and paper. Most people 
have at least some conception of the 
|value of such things as iron, steel, 
cotton, rayon, but few have any 
realization of the vaiuable part that 
pulp plays as an essential base ma- 
terial in our American way of life,” 
| asserted the committee. 


Major Divisions Set 


The work of the committee and 
staff is divided into several major 
divisions, including research on 
problems, organization and plan- 
ning, establishing campaign themes, 
producing publicity and advertising 
material, establishing quotas for 
pulpwood areas, and assisting in 
local pulpwood activities. The staff 
produces advertising—layouts and 
|copy incorporating the basic copy 
i\themes to be developed either by 
lor for the cooperating units of the 
campaign. 

Four basic copy themes provide 
the foundation on which all adver- 
tising and publicity rest. These are: 

1. The industry is_ essential. 
|Pulpwood consuming _ industries 


has never projected itself and thes play a prominent part not only in 


|the production of direct war mate- 


NATIONAL METAL CONGRESS ISSUE 


Another important contribution to the increasing of war production in the 
metal industry, the conservation of metals and postwar metal problems, will 
feature the National Metal Congress issue of Metal Progress in October. 


Advertisers will cash in on the peak interest of more than 17,000 metal engi- 


neers, executives and production men just ahead of the greatest event of 


sections for advertising consideration: 


the year in the metal industry. Published by the sponsor of the Metal Congress, 
the American Society for Metals, this annual issue offers seven engineering 


1. National Metal Congress and War Conference Displays Preview 


4. Heating and Heat Treatment 
5. Metal Working. Welding and Forging 
6. Cleaning and Finishes 


7. Testing and Control 


2. Steels and Irons—Production, Casting and Application 
3. Non-Ferrous Metals—Production, Casting and Application 


Make your advertising plans now to take advantage of this great annual 


National Metal Congress issue in October 


reserve space in the editorial 
sections that fit your products. Metal Progress, 7301 Euclid Ave., Cleveland 3, O. 


S METAL PROGRESS 


Advertising Age, July 26, i943 


CARRIES PRIZE POEM 


|rial, but also in the production of 
/material essential to our wartime 
/home front economy. 

2. Cutting pulpwood is patriotic 
‘and is ané_ essential occupation. me re 
|Workers producing pulpwood can ; i i” 
feel that they are contributing di- aa ' 
rectly to the war effort because .. 4 ; : 
\their contribution has been classi- ore: 4 a 
| fied as essential by the War Man- a 
power Commission. Farm-part- 
time producers of pulpwood are 
|entitled to a credit towards draft 
deferment of one unit for every 15 
cords of pulpwood produced. 


Emphasizes Profit 


3. Cutting pulpwood is _profit- bi = 
able. Men who work on pulpwood D OU TC : W DO NO 
production are well paid for their CED ESM 9 
labor because pulpwood prices are Ce 
now at a peak. 

4. To be essential, full-time p 
workers must work full time. Full- 
time workers must work full time 
to be deferabie as their country de- 
pends on them to do their share at 
home by producing as much of this 
war material as possible in a full- 
time week. 

The campaign has been estab- 
lished as an official victory project 
by the Pulp and Paper Division of 
the War Production Board and ap- 
proved as a victory project by the 
Office of War Information. OWI 
assists in clearance with the gov- 
ernment agencies involved of ad- 
vertising, publicity and news 
matter which incorporates state- 
ments from government officials, as 
well as the obtaining of industrial 
|advertising cooperation through the 
| War Advertising Council. 

Other government agencies al- 
'ready have and will continue to 
give cooperation, including the War 
| Production Board, Office of Price 
Administration, Department of Ag- 
riculture, War Manpower Commis- 
sion and the Office of Defense 
Transportation which has given of- 
ficial recognition to the essentiality 


The sixth in a series of General Cable 
Corp. war posters, this one, reproduced 
in full color from a painting by C. C, 
Beall, carries two stanzas of a poem 
written by a plant employe, who was 
first prize winner in a company-wide 
contest for the best title for the poster, 


Corn Product Runs 


Heavy Promotion 
for Mazola Oil 


New York, July 22.—Despite re- 
cent statements by Morris Sayre, 
vice-president of Corn Products 
Refining Company, that shortage of 
corn would jeopardize sales of 
many products and closing of plants 
would cause promotional _ shifts 
(AA, June 22), the company has 
‘launched a heavy advertising cam- 
paign for Mazola oil. 


Seu neayiaiien oo need for A list of 17 national magazines 
H. E. Brinckerhoff, secretary- | are on the schedule, with full-page 


a ; on color insertions featuring the prod- 
treasure of the American ; Pulp- | uct, which is now packaged in glass. 
wood Association, is serving as sec-| Similar space in color is also sched- 
retary-treasurer of the committee, | uled for This Week Magazine, The 
which consists of the following American Weekly, New York Times 


members: H. M. Kieckhofer, sec-| yagazine, and the First Three Mar- 
retary - treasurer, North Carolina kets group 


|Pulp Co.; David L. Luke Jr., vice-| Ab : P , 

a. ; : Raat scat , out a year ago company offi- 
| erage fe Med Pulp & 'cials decided to begin a gradual 
aper \o., James 4. Madden, vice-| changeover to glass in packaging 


president, Hollingsworth & Whit- Mazolaiwhen shorta Fa 
: 2 ae hed 7 é ‘ ges of tin ap- 
| New “— Pa eee President, |peared inevitable. Copy says that 
| Vortr ate v & Pennsy — Co.;|“Mazola now comes to you in a 
ortrees Young, executive vice-| «ryctal clear bottle enclosed in a 
president, Gaylord Container Cor-| eajleq carton. This carton safe- 


poration; H. P. Carruth, vice-presi- 
|dent, Union Bag & Paper Corp.; 
Stuart B. Copeland, president, 
| Northwest Paper Co.; Amor Hol- 
|lingsworth, president, Penobscot | 
| Chemical Fibre Co.; H. E. Hough-| 
|ton, vice-president, Brown Com- 
pany; R. W. Hovey, vice-president, 
| Oxford Paper Co. 


John Sexton Adds Long Island Road 


Pittsburgh Branch | 

| Sherman J. Sexton, president o Uses Long List 

John Sexton & Co., Chicago, one of | 

the leading institutional advertisers | for Postwar Plan 

|of the country, has announced the 

j}acquisition of the J. C. Stewart New York, July 22.—The Long 
|Company, wholesale grocer of Pitts- Island Railroad this week used 


guards the quality and golden good- 
ness of Mazola against light which 
often affects salad oil.” 

Each advertisement features dif- 
ferent recipes showing how to use 
Mazola for frying as a shortening 
|or for salads. C. L. Miller Com- 
pany, New York, is the agency. 


burgh. This house, established in| full-page and double-truck adver- 
(1901, will be operated after Sep-|tisements in a long list of New 
'tember 1 as a Sexton branch plant,| York, Brooklyn and Long. Islan 


newspapers to drive home its pla! 
for extensive improvements 
property, equipment and service al- 
ter the war, which would cost ap- 
proximately $30,000,000, includin 
141 miles of eiectrification exte 
sion. 

Feature of the road’s postv 
plan include, in the electrified zon 
new modern electric cars and tri 
ers as needed; improved ventilati 


j}serving the Ohio Valley. Other 
| branches are operated in Brooklyn, 
| Dallas and Atlanta. The processing 
lof maraschino cherries in the Stew- 
jart plant will be continued and 
expanded. John Sexton & Co. re- 
ported sales to hotels, hospitals and 
other institutions for the fiscal year 
}ending June 30, 1943, of $14,000,- 
| 000. 


. faster schedules, by easing 
'Murray Joins Blue straightening curves; and moder! 
Gerry Murray, formerly on the| parcel racks. The advertisemé 


publicity staff of WOR, New York, | 
and previously with Printer’s Ink, 
has joined the sales promotion staff 
of the Blue Network, New York, as 
a copywriter. 


contains reprints of editorials fron 
Long Island newspapers on the pro- 
posed program. 

Al Paul Lefton Company, N¢ 
York, is the advertising agency. 


PETERS, wc 
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"Mest men who have really 
lived have bad in some shape 
their great adventure. This 
railroad was mine.” — James 
J. Hill, to the stockholders 
of the Great Northern, on 
his retirement. 


IS FAMILY owned four books: the 
Bible, the works of Shakespeare, 
the poems of Burns, the dictionary. Then, when he was 
about fourteen, young Jim Hill came ona “Life of Napoleon.” 


Out of this book a great dream was born . . . Jim Hill's 
dream of an Empire vaster even than Napoleon's. An Em- 
pire that would reach beyond the Mississippi . . . beyond 
the virgin forests of the great Northwest . . . out across the 
Pacific to the Far East. 


Years later Jim Hill made his dream come true. With 
every dollar and every ounce of credit he had scraped to- 
gether in twenty years, he bought a bankrupt railroad— 
“two streaks of rust and a right of way.” He began flinging 
together his first through-line across the continent. And in 
the end he became the guiding genius of railroads valued 
at hundreds of millions of dollars. 


Thus the story of James J. Hill—a poor boy, born in a log 
cabin—an obscure young shipping clerk—finally the “Em- 
pire Builder,” the “Napoleon of Railroads.” It is one of 
America’s great success stories. And, like so many others, 
it is a story of success that came, in great part, out of books. 


James J. Hill never lost his hunger for reading—for 
information—for the knowledge that books could give him. 
He had the ability to absorb vast quantities of essential 
facts—and a phenomenal memory that never lost anything 
it wished to retain. 


Literally, James J. Hill read his way to fame as the greatest 
railroad man of his age. 

7 y 7 
In more than 7,500,000 American homes today, The 
American Weekly is encouraging and fostering this great 
civilizing influence of reading. 

Its thrilling true stories—tales of love and adventure, in- 
trigue and crime, struggle and success, bring the light of 
romance into the lives of countless millions. Hill’s own ad- 
venturous career might well have made one of these stories. 


Its absorbing articles on the newest developments in 
science, history, biography, medicine, religion—written in 
a simple, vivid style that attracts and is understood by the 
multitude—never deviate one iota from complete accuracy. 


So widely established, indeed, is its record for truthful- 
ness and exactness in these articles that copies of them are 


Greatest 
Circulation 


in the World 


"Whenever any new subject came within his horizon he would search out the highest authority, ask for a list of the 
best books on the topic, and devour them... Once mastered, the contents were his for all time.”"—HILL'S BIOGRAPHY 


ADING gave him “és 
» vtston ofan EMPIRE 


used every day by instructors in schools and scientific in- 
stitutions all over the country. 


Hill’s great achievement was that by opening up millions 
of acres of virgin soil, he brought new opportunities, better 
chances of living, to millions of his fellow-countrymen. 


In the same way, The American Weekly has opened up 
new countries of the mind and built its own vast Empire in 
the lives of its countless millions of readers. 


’ y y 


The American Weekly is the magazine distributed through Sunday 
newspapers from coast to coast—reaching more than seven and a 
half million homes. 


The national advertiser who associates his product with such a 
mighty institution is tying it up with the greatest force known 
in advertising. He is making his advertising message, like the 
rest of The American Weekly, the week-after-week reading habit of 
these more than 7,500,000 American families. 


THEAMERICAN 
AW EEKLY 


“The Nation’s Reading Habit” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Bunce... Cuicaco 


Gevenat Morons Binc., Dereorr . . 10] Mamrerra Sr, Artanta 
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War Department 
Slaps New Ban 
on Radar in Ads 


Controversy Over 
Credit for Device 
Blamed for Change 


Washington, D. C., July 22.—| 
Radar as a fit subject for advertis- 
ing and editorial copy underwent a 
ban this week as effective as the 
veil of secrecy thrown about it un- 
til last April. 

News of the ban on a _ subject 
which had soared into prominence, 
both in national advertising and 
articles in the press, was disclosed | 
when the Radio Manufacturers As- | 
sociation in a bulletin to members) 
announced a special request from 


| 


Col. John T. Winterich, chief of the| the view that the damage had al-| 


review branch, Signal Corps. 


fected by the change. 

Colonel 
how, since the government lifted 
censorship on radar last April 23, 


has included information which 
would be of great value to the 
enemy,” he said. “Other types of 


publicity have promoted contro- 
versy as to the allocation of credit 
for the development of radar. This 
has not been conducive to coopera- 


|tion at home and abroad—coopera- 


tion which is essential to the win- 
ning of the war. It is requested 
therefore that publicity and adver- 
tising featuring radar be discon- 
tinued.” 

The War Department request hits 


|}a number of advertisers in the radio 
industry | 
'who have made radar a subject of 


and tube manufacturing 
magazine and newspaper advertise- 
ments—including Philco Corpora- 
tion, Bendix Aviation Corporation, 


|Zenith Radio Corporation, Contin- | 
ental Radio & Television Corpora- | 


tion, Westinghouse Electric & Mfg. 


|Company and Belmont Radio Cor- 


poration. Radar also figures in a 
booklet released by RCA Victor 
Division, and in similar material of 
other manufacturers. 

Compliance Promised 


Although some makers expressed 


complied with. | 
A spokesman for one of the com- 


had resulted in the War Depart- 
ment action. Colonel Winterich re- 
referred to this possibility in saying 
that controversy had been stirred 
up over the “allocation of credit for 
the development of radar.” 
Another company, 
any responsibility for the War De- 
partment ban, said it had “leaned 
over backwards” to avoid disclos- 
ing any war work secrets and had 


| radar 
disclaiming | 


deliberately turned away from any | 


“radar is ours’ copy theme. Its 
copy will have to be changed to 


conform to the official government | 


request, but not as drastically as 
that of some who jumped on the 
copy bandwagon when 


|months ago. 
All Clearance Refused 
The Signal Corps review branch 


| blasted out specifically at advertis- | 


ing copy, its clearance chief refus- 
ling all clearance of advertising on 
‘radar, and ordering deletion of con- 
|troversial material concerning the 


j/national or personal credit for 
‘radar’s origination and develop- 
ment. 


The text of the memorandum cir- 


Ad-| ready been done, insofar as releas- | culated by the War Department fol- 
vertising already cleared is not af-|ing diagrams of the device and ex- | lows: 


“(1) in whatever practicable 


|plaining some of its features, they| way discourage writers from using 
Winterich pointed out) indicated that the request would be|radar as a_ subject, 


appealing to 
etc.; (2) when 
on writing about 


their 
writers 


patriotism, 
insist 


“a tremendous amount of publicity” | panies said he believed advertising| radar, apply terms of the existing 


has been devoted to the subject of|of one of the manufacturers, claim-| policy and yardstick strictly; 


radar. 
“Some of the proposed publicity 


radar and its successful operation, 


(3) 


jing a large share of the credit for|clear no radar publicity whatever 


that originates in any agency of 


either of the armed forces ... in 
such refusal you will be acting by 
authority of the joint chiefs of 
staff; (4) refuse to recognize the 
principle of prior publication where 
material is involved; (5) 
strike out all references to the fact 
that radar was used in any speci-| 
fied engagement; (6) disapprove 
publication of any pictures, 
sketches, or diagrams of radar in- 
stallations or parts; (7) clear no 
advertising of radar whatsoever;| 
(8) delete all controversial material | 
involving national or personal | 


|credit for the invention or develop- 


radar be-| 
|/came a permitted public topic a few | 


ment of radar; (9) do not clear 
articles or advertisements on .spe- 
cific lines of successful electronics | 
research.” 

The memorandum was signed by | 
Colonel Winterich. 

Coming in conjunction with the) 
Truman committee’s recent blast at | 
advertising, the radar order con-| 
firmed insiders’ reports that the ser- 
vices are objecting strongly, not to| 
the amount spent, but to the subject | 
matter of much war-born adver- 
tising. 


Fleming Adds Duties 


P. M. Fleming has been appointed 
vice-president in charge of sales 
and operations of the Pittsburgh 
Rolls division of Blaw-Knox Com- 
pany, Pittsburgh. He was formerly 
vice-president in charge of sales. 
Ralph H. Scholl has been promoted 
from sales engineer to manager of 
sales of the division. 


FOR MANUFACTURERS WITH A NA 


Don't forget to remember this important fact: it 
PAYS to keep your name alive in the Latin American 


market. With every 


day that passes—inching 


Peace 24 hours nearer—the value of this vast right- 


on-our-doorstep market grows. 


Which business 


houses will these 125,000,000 customers choose to 
deal with when the shooting stops? With the one 


they know, of course! 


With those North American 


businessmen, manufacturers and exporters who have 
emphasized the identity of their product, firm name 
and trade name during these “no goods to ship" 


times. 


BUSINESS PUBLISHERS 


A little interest in keeping old customers 


By Wes tt? o 


= 


informed, a little explanation of the “why" of short- 
ages, a little demonstration of good will NOW will 


give 


ou a head start later—when you need it most. 
Tie that string around your finger today! 


BPIC* 


Specialized Export Publications give unexcelled cov- 
erage of the drug, engineering, industrial and con- 
struction fields in Latin America and in the automo- 
tive field throughout the world. 


Moreover, BPIC* has a record no other export pub- 
lisher has ever been able to achieve: over 80% 


paid subscription! 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


TH romobile 


E 
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INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


FARMAEOTIC® |) 


published monthly in Span- 

ish. circulates to the Latin 

American INDUSTRIAL 
Ls feta. 


published monthly in Span- 
ish, circulates to the Latin 
American CONSTRUCTION 
field. 


Asia, Africa, 
Oceania. 


ublished pee in Eng- 
sh and circulating 
AUTOMOTIVE TRA 


to the 
seer al 
urope an 
Latin America. 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE in 


published monthly in Span- 
ish and circulating to the 
DRUG TRADE in Latin 
America. = 
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AD OF THE WEEK 


Vhe Gentle Grafler—143 P Mod 


eres a tale of Bagdad-on-the- Subway that n 
4 of fete 


donk sa bu 


> chack on che Fourth, she arrived with her husbe 
old hoy The place was packed, but we had saved » 
abie for them not far from where the plain clothes men we), 


> but no ax 
still oo crooks At three A.M one of thy 
the Lac sad. “I don 
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| 
| 
| 


any other Gentle Gratier can dream wp a pk 


up the check! 


Billy Kesei Diamond Horseshoe 


SAT 9) AN! WENT OF MORO WAT = [he Manet Peremerm 


<. we ll be delighted vo puch 


er 
TWO SHOWS NIGHTLY of @ end |? steged by JOHN MURRAY ANDERSON 
Excellent Food Moderate Prices 
SENSIBLY AIR-CONDITIONED 


PRDPAA DIPLO DIO 


This advertisement, from the July 20 
New York Daily News, probably rates as 
the ad of the week for those who read 
it. It certainly classifies as the most 
unusual night-club ad of the season, 


OPA Eliminates 
Hosiery Makers’ 
Grade Labels 


Washington, D. C., July 20.—As 
| predicted in ADVERTISING AGE last 
| week, the Office of Price Admin- 
|istration has announced that grade 


labeling will no longer be required & 


of hosiery manufacturers. 

The elimination of the Grade A 
| and Grade B requirements do not 
| the OPA hastened to assert, change 
| the status of price ceilings, whic! 
still must be observed. Manufac- 
turers and wholesalers are required 
| to use the two ceiling prices for the 
| grades and must continue to do so 
| OPA, in announcing that MPR 
| 339 would shortly be amended, als 
| called attention to the fact that an) 
person who wanted to make hosier) 
|marked with A and B grades, 0! 
wanted to sell hosiery with these 
markings, is still free to do so. 

Other marking requirements be- 
| sides the grade, i. e., ceiling price 
gauge or needle count, must be 
continued. 

The hosiery grade labeling provi- 
sions were strafed by the industr) 
and by the House committee inves- 
tigating grade labeling. It was said 
by hosiery manufacturers that th 
grading-pricing formula actuall) 
led to reductions in price of bette: 
lines, and’ the raising in price of 
lower lines of hosiery. 


Fountain Joins Sperry 

J. H. Fountain, formerly in charg 
of publicity for Canadian Nationa! 
| Railways in the United States, 
|joined Sperry Gyroscope Compan) 
| Brooklyn, in a similar capacity. 
} 
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“Se ling Women While 
They’re Young 
' 
| Published by GIRL SCOUTS 
155 E. 44th Se., New York 
i Member of 
THE YOUTH GROUP 
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PLEDGE 


your business 


IMPROVED 


community 
relations 


EP OPLODIO LOPLI POP ILEOPI OPI SPOIL IP PIP IOP ORS ON 


BPPAADDLDPA ADEE WI" 


OPA 


A place at the dinner table of every 
family in your community awaits you— 
when you become the sponsor of this 
practical and profitable public relations 
program. 


Because rationing affects the daily life 
of every man, woman and child in so 
many ways—its visual interpretation by 
you will immediately improve relations 
between your business and the com- 
munity it serves. 


The story of war shortages—in govern- 
ment-approved form — is adequately 
told by the vigorous, less-than-a-minute 
motion pictures that make up this OPA 
Rationing Campaign. Twenty-six differ- 
ent film subjects clearly portray the rea- 
sons why the Road to Victory is paved 
with inconveniences and shortages that 
must be shared by every household. 


923 


MOTION PICTURE ADVERTISING SERVICE CO., INC., NEW ORLEANS, LA. 


Distributors in Southern, Atlantic and New England States 


| RATIONING 
| CAMPAIGN 


in motion pictures 


5TH—STREET, N. W. 


* 


They reveal how less for us means more 
for our fighting men—how rationing of 
essential commodities is necessary to 
provide equitable distribution to all. 
They make clear the fact that rationing 
does not deprive but rather gives to 
every person the assurance of being 
able to get a fair share. 


The new OPA “Home Front” Pledge, 
symbolized by the official poster above, 
is introduced by several of these films 
that are also ready for immediate re- 
lease. 


These OPA Rationing Campaign screen 
spots can be sponsored nationally, sec- 
tionally, locally. Communities to be 
covered and theatres to be used in those 
communities are selected by the spon- 
sor. 


The complete campaign is designed to 
give guaranteed release to one film sub- 


'' THE NATIONAL—NETWORK OF THEATRE 


ADCASITS 


s 


WASHIN 


Ae ji a * 


ay 
‘ 


MAKE THIS PLEDGE: 


| pay no more than top legal prices 


| accept no rationed goods 
without giving up ration stamps 


* 


ject every other week — by Screen 
Broadcasts — as part of each regular 
performance during the week. Each 
subject closes with the sponsor's name 
and message narrated against a musi- 
cal background. 


Sponsorship is amazingly reasonable— 
since there is no production cost to the 
sponsor. Low distribution rates cover 
everything. 


If you are seeking a specific war as- 
signment for your advertising — if you 
want your business to participate in a 
program that will help obtain the vic- 
tory-and-peace security for which so 
many conscientious business men are 
striving—write or wire SCREEN BROAD- 
CASTS and reserve for your preferred 
and profitable use this unequalled 
COMMUNITY RELATIONS opportunity. 


COMMUNICATIONS’ 


GTON, D. C. 


UNITED FILM SERVICE, INC., KANSAS CITY, MO. 


Distributors in Northern, Mid-Western and Western States 
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Test Copy for 
Soy Flour Starts 
in Eight Markets 


Newspapers and Radio 
Serial Introduce 
Stoy to Consumers 


(Picture on Page 1) 


favorable circumstances, including 
a tacit government endorsement, 
Stoy soy flour was introduced to 
consumers this week in a test cam- 
paign launched by A. E. Staley 
Mfg. Company, Decatur, III. 

The United States in coming 
months may conceivably face a 
protein shortage, and Stoy makes 
much of the claim, “Miracle Protein 
Food,” which appears on the one 
and three-pound packages. The 
claim is backed up by a quotation 
from the Food Distribution Admin- 
istration describing how Depart- 
ment of Agriculture committees are 
trying to develop full utilization of 
soy products in the American diet. 

Between now and Aug. 1, news- 
paper and radio promotion of Stoy 
will have started in eight widely- 


Chicago, July 22.—Under highly | 


|separated markets — Providence,| established brands of white flour. | 


| 
| 
| 
| 
| 
| 


"WELCOME FRIENDS' 


r a ag ee ee on ne) Rese include its use in bread, 
olumbia, S. C., Sioux City, Ia.,| cake, cookies, pies, puddings, etc., 
Peoria, Ill., Shreveport, La., and|as well as in extending meat 
Sacramento, Cal. through use of meat loaves, patties, | 
Includes Full Pages = ae — pies. ys a 
Pe me — .| Sold a cents a pound generally, 
full” page announcement copy, as|With the three-pound package 43 
> | cents. 
well as subsequent full pages and 1 ms ; 
large - space advertisements fre-| Peggy is4 = oe this | 
quently in all markets. Radio sta-| <% y P le «gt 
tions in the test cities will also pro- | miracle protein food” adds pt td 
er Stoy by meens 6f the fve- ishing food value to everyday dishes | 
times-a-week transcribed daytime | at low cost, and they are advised to | 


' b | on : <7 P ‘ eevee: ; hee x : * 
serial, “Sweet River,” an _ estab- | Rad gov ernment nutrition story on| Tas me ~ . 
lished show previously used by | Seal : : a —_— 
Staley to build sales of its cube) mB. — aan oe — — 
laundry starch, corn starch and|,~ : ee — 

Sweetose corn syrup. | tees in the Department of Agricul- | of 


. : i |ture are now developing a program | 

The + tig will be supported for the utilization ~ pons ee ms 
with full-color display material and | both in kitchen recipes and in pre- | 
Stoy recipe books for dealer dis-| ,3+eq foodstuffs —to take full ad-| 
tribution, as well as publicity fea-| aniage of this important protein | 
turing soy flour recipes. The com-/fooq in the American diet. Soy 
pany plans to extend distribution products already have played a sig- 
uel ie te tek ae ~~ nificant wartime role. Rich in! p. H, Holmes Co., New Orleans depart- 

Gaverssaunt officials have given valuable protein, minerals and! ment store, ran this newspaper adver- 
the manufacturer authority and the vitamins, they are readily adaptable | tisement saluting our South American 
necessary priorities on materials to to large scale use as a human food | neighbors and calling attention to Pan 
enlarge its soy flour production and to supplement meat, milk and) American Airways’ new direct service 
to provide a modern packaging | °885-” between New Orleans and Latin Amer- 
plant. Staley has processed soy | Protein Content Is High ica. A translation of the copy was car- 
beans since 1922, and first under- | : ried in smaller space on another page 
took the production of soybean|,, One pound of Stoy, according to of the newspaper. 

the package story, contains as much 


four four years later. protein as 2% pounds of lean meat; 
Used With White Flour 2 pounds of American cheese; 7% 
Since Stoy may be used with* quarts of milk; or 36 medium-size 
regular white flour in many recipes, | eggs. 
it is not in direct competition with| ‘Used 


says, “Stoy can add as much pro- 

tein as 5 extra pounds of meat a 

week to your family’s meals.” 
Consumers are asked to request 


regularly,” the recipe book, containing 42 tested 


Not as far-fetched as you would imagine! 


Radio today is as vital to the farm as the 
ea plow itself, the link between a world at 
war and American farms such as that of 
Kansan and Aunt Polly. In the “Heart of 
America” KMBC is the only station with a 


complete farm service—with a full-time 


It was therefore only logical that Kansas 
City livestock interests should again grant 
to KMBC, for the fifth consecutive year, 


. eee? 


SINCE 1928-—THE BASIC CBS STATION FOR MISSOURI AND KANSAS 


e-¥t =. - ; > : < eh . ‘ y 
rs é 2 - 


specialist in farm problems, Phil Evans. 
Thus is programmed KMBC’s facilities for 
service to the 49% potential rural audience 
of this area—as well as to the 51% urban. 


the package 

recipes from soups to desserts, from 

= |their grocer or by writing directly 
to the company. Store material 
supplied by the manufacturer in- 
cludes combination window posters 
and over-the-wire pennant posters, 
a package display counter card and 
|a supply of the recipe books. 

4 Although other soybean products 
are on the market, and health stores 
in metropolitan cities have pro- 

|moted them for some time, Staley 
|may be the first manufacturer to 
|achieve national distribution and 
| promotion of a soy flour. No points 
are needed for the purchase of Stoy, 
a sales appeal of obvious impor- 
_| tance with meat and cheese already 
| rationed and continued talk of pos- 
sible rationing of milk and eggs. 
|The government has authorized the 
|milling of a billion and a half} 
| pounds of soy flour and grits during | 
|the coming year. Farms are pre-| 
|pared to harvest the necessary | 
| crops, and Staley and other proces- 
_|sors are in position to supply the 
»| finished soybean product for con- 
sumer use. 
Blackett-Sample-Hummert, 
| cago, is the agency. 


ee 
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Chi- 


Carl Doty Advanced 


i | Charles B. Groomes, advertising 
director of ADVERTISING AGE, has 
|}announced the appointment of Carl 
Doty as eastern advertising man- 
|ager, with headquarters in New 
| York. Mr. Doty has been a mem- 
ber of the New York staff for sev- 
eral years. 


Howard Adds Accounts 


; Malcolm Howard Advertising 
| Agency, Chicago, has been ap- 
|pointed to handle the advertising 
/\of the Chicago White Sox, Ameri- 
can League team; Comfoot Products 
Company, maker of Comfoot foot 


| balm; and Consolidated Hair Goods 
,|Company, maker of Fiji-oil sham- 
poo and other beauty products. 


Advertising Age, July 26. 1943 


Skol Company 
to Market New 


Insect Repellant 


New York, July 22.— The 
Company, maker of Skol su 
lotion, will use full-page adver'ico_ 
ments in The American We |, 
Life, Time, and other publica:iy). 
for Skat, new insect repellant, .o5, 
to be placed on the market by |. p 
Williams Company. The product 
attractively packaged in a sinajj 
glass bottle, retails for 59 cents. 

The new _ preparation, it 
claimed, will repel all common jn. 
sect pests which plague humanity 
such as mosquitoes, many types 6f 
flies, including sand flies and black 
flies, chiggers and various other jn- 
sects. Its effectiveness, under vary- 
ing conditions, ranges from one ty 
four hours, while a safe minimum 
average is a two-hour period. \jj- 
lions of bottles of Skat, which con- 
tains Indalone, an insect repellant 
substance developed through eight 
years of research, have been sup- 
plied to the armed forces. 

One of the most unusual features 
claimed for Skat is that its effec- 
tiveness in repelling insects js 
greater under out-of-doors: moist 
skin conditions than when skin j; 
dry. However, it has to be reap- 
plied by bathers after swimming, 
because it will be washed off to 
some extent by either fresh or salt 
water. Users must make sure that 
the chemical has thoroughly dried 
before donning clothing, especially 
in the case of nylon or acetate 
rayon garments, since Ihdalone. 
when wet, will dissolve these ma- 
terials. 

The Skol Company is a subsidiary 
of Gallowhur Chemical Corpora- 
tion. In addition to Skat and Skol, 
another Gallowhur product is the 
Puratized Process, a chemical means 
of safeguarding fabrics, leather, 
paint and many other materials 
against the destructive effects of 
mold, fungus and bacteria growth 
Its manufacturing plants are in 
Windsor, Vt. 

J. Walter Thompson Company, 
New York, handles the account. 
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Princeton Film 
Center to Handle 
‘Fortress’ Story 


Princeton, N. J., July 22.—The 
Princeton Film Center has been ap- 
pointed distributor of “Fortress in 
the Sky,” a three-reel Kodachrome 
film documenting the Boeing Flying 
Fortress, Harold J. Mansfield, Boe- 
ing’s director of public relations, 
announced here this week. 

Telling the dramatic story of the 
fighting bombers which have played 
a spectacular role in the operations 
of America’s air forces since this 
country’s entry into the wal! 
“Fortress in the Sky” will be used 
extensively in Boeing’s efforts t 
recruit additional war workers. 

The film, photographed mainly in 
Boeing plants and at an Army 43i! 
base, was also produced by the 
Princeton Film Center under the 
direction of Gordon Knox. It 
scheduled for September release 
and will be available to all groups 
interested in aviation. Applicat 
for bookings will be handled ci- 
rectly by the Film Center. 
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the exclusive rights to broadcast official 
market reports direct from the livestock ex- 
change with Bob Riley, KMBC’s full-time 
professional marketcaster! Another reason 
for KMBC having 350% more farm listen- 
ers than the nearest competing station—as 


many listeners as all others named —a | offers advertisers 


total of twenty-five stations! Free & Peters 
has the story! 


KMBC — 


OF KANSAS CITY 


—With The Sun 


L 


Tue Baannam Company, Nat Rep 
Los Angeles, Memphis, New York, St. Louis, San 


FREE & PETERS, INC. 


< You bet, 
there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 


dous impact against America’s No. 
with a relatively small expenditure. 


a new and highly responsive 


market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 
— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


alone you can buy a tremen- 
2 market 


CHICAGO'S MORNING TRUTHpop*’ 


: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
Francisco, Seattle. 
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; THEY DIDN’T 
SEEM TO 
LIKE IT! 


_ — / 
7. W | 77 Five years ago, the news suddenly became 
_ —-a more important to every Arherican, pefsonally, 


than ever’before. Five fears ago, 


: NewSweek started af upward spiral that carried it be ond 
‘ “half a millionfreaders. The connection? Newsweek 
he didn’t£ry to lead your thinking toward 
st mf e pet hate, some personal ambition. Instead, 
" it treated the news, the issues, the men in the news 
4 fiectively, fairly. And people who wanted 

to yhake up their own minds liked it. It avoided warmed- 

over news — gave you, instead, news-meaning, 

i / news significance. And people wanted that. 
ng . It created innovations geared to the times... 
" the ‘‘Periscope,”’ predicting future trends and 
hi events with 88% accuracy...it introduced signed 
“o opinions, written by men of authority... Moley on 
National Affairs, Lindley on Washington, 


Pratt on the War, Robey on Economics, Finance, 


Business. Newsweek gave forward-thinking people 
the magazine they needed. And the people 


gave Newsweek a circulation 


J increase of 74%... lifted it 
| from twenty-second to fifth 
| place among general maga- 
zines in advertising revenue...in 
something less than a flash. 
| 
/ 
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Oneida Produces 
Millionth Forceps 


Oneida Ltd., Oneida, N. Y., whose 
manufacture of Community silver 
plate became .a war casualty with 
the advent of hostilities, marked 
production of its millionth surgical 
forceps for the medical corps with 


a front page article in its house 
organ “The Community Com- 
mando,” detailing the significant 


event in the company’s production 
of surgical instruments. 

Oneida reeeived its first wartime 
contract prior to Pearl Harbor when 
in August, 1940, it was asked to 
produce surgical instruments. Last 
year the company initiated an in- 
stitutional campaign in full color 
pages in Life (AA, Aug. ’42) aimed 
at keeping its brand name alive 
and explaining its conversion to es- 
sential wartime production. Bat- 


In Washington... 


Bankhead Bill Is 
Still Much Alive, 
Record Discloses 


Washington, D. C., July 22.—It 
|was a week distinguished by the 
|desultory tempo of 
Washington. The Cox-Fly feud 
dragged on. Civilian supply bobbed 
up after weeks of submergence un- 
der the war production program. 
|Radar was 
|material by the Signal Corps. 
* * * 


| This week the Congressional Rec- 


summertime | casting rules: 


| blasts at the Cox investigating com- 
|mittee, which has adjourned until 
Aug. 9, Chairman James L. Fly of 
|\the Federal Communications Com- 
|mission held a press conference 
| Thursday at which he repeated that 
jthe FCC was being ignored, had 
|had no chance to be heard, and 
| questioned the committee’s motives. 
... Of Rep. Cox and counsel Garey: 
“An Edgar Bergen, Charley Mc- 
|Carthy act.” Of charges that FCC 
|threatened freedom of speech: 
| ““There ain’t nothing to that.” Of 
|FCC’s monopoly over chain broad- 
“A Magna Charta for 
|radio stations.” Of his own record: 
| There has been one license revoca- 
| tion since he joined FCC, only three 
|in the history of the commission. 


banned as advertising * * & 


Wilford L. White, chief of the De- 
|partment of Commerce regional 
j}economy unit, announced that the 


ten, Barton, Durstine & Osborn han- | ord belatedly revealed that on the | next series of reports of regional 


dles the account. 


BOOKLET MAILED TO 
PRECUTIVNES ON REQUEST 


WILLIAM BALSAM 
Mdeertisin 


540 N. MICHIC AN + CHICAGO + WHITEHALL 7819 


| last legislative day of Congress 
| Sen. Bennett Champ Clark of Mis- 
souri had inserted in the Record a 
series of letters from the Missouri 
Press Association, enthusiastically 
endorsing the Bankhead bill for 
paid government advertising. 

The association had polled 233 
publishers on the question of paid 
advertising by the government. Re- 
| sults: 152 “strongly approved”; 60 
| approved; three were undecided; 11 
disapproved; seven “strongly dis- 
approved.” 

* * & 


As a sort of postscript to earlier 


consultants would be on “Small 
Business Looks Ahead.” So far this 
|year the 12 consultants have re- 
ported upon the impact of war upon 
the area they serve, and upon trans- 
portation problems in those areas. 
Copies of the reports may be se- 
cured from Mr. White, Bureau of 
Foreign and Domestic Commerce, 
Department of Commerce, Wash- 
ington. 
‘% i 1 

The pendulum was. traveling 
backward a little, with gradual, un- 
predictable swings toward more 
generous civilian supplies. This 


Taking the water out of food—dehydration — is 


a great story. 


But keeping the water out afterward is a great 


story, too. 


To a growing extent it’s a paper story. 


Tin, metal, rubber and other vital materials were 


restricted. 


hold back water with PAPER dams? 


certainly! 


upon to do 


Making a th 
as we do, we 


To help win this war, paper has been called 


thousands of jobs it never did 


before. Our research men at Oxford see new 
uses for paper appear almost every day. 


ousand miles of paper a day, 
are constantly in touch with the 


latest developments and we know that paper 


has many new worlds to conquer when Victory 


is won. 


“Anyway,” said the Quartermasters, “we don't 


want something just as good as those. We want 
something better. And remember, the food must 
ship safely, resist spoilage, and taste good.” 


The pulp and paper industry reached deep into 
its resources to keep those foods safe and dry in 


a watery world. 


tion of quality 


We have always specialized in volume produc- 


printing papers, label papers and 


papers “custom-made” for a variety of jobs. But 
we are at the moment deeply concerned with 
the broadest possible range of uses for pulp and 


paper that will contribute to the winning of this 


war. 


Laminated cartons, cellophane bags, heat- 


sealed containers, board and kraft V-boxes - 
paper in its most modern forms did the basic 


job, and did it well. 


In the meantime, Oxford merchants and Oxford 
salesmen are at your service with quality 


papers for many uses. 


30 Park Avenue, New York 


Western Sales Office 


OXFORD PAPER COMPANY. 


17,N.Y 


Mills at Rumiord, Maine & West Carroliton, Ohio 


35 E. Wacker Drive, Chicago 1, Illinois 
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Tractor Co., won the Cross of Honor, 


raphy, and Motorship for a painting. 


Allegheny Ludlum Steel Corp., was the other winner among house organs. 
the classification “organization and trade," Banking won the award for photog- 
In the weekly field, Newsweek and United 
States News won the association's patriotic cross. 


Winners in the United States Flaq Association's second competition for magazine 
covers displaying the national emblem were: Glamour, upper left, which won the 
award for a photographic cover among monthlies; below it is Woman's Day, 
which took the prize for a painting. News and Views, house organ of Caterpillar 


highest decoration, and Steel Horizons, 
In 


limited list of items such as ice 
picks, and WPB told cotton spinners 
to set aside fixed percentages of 
itheir carded yarn output for use by 
|knitters of protective winter under- 
| wear, where a threatened shortage 
existed. 


* * * 
Secretary of the Treasury Mor- 
'genthau announced that the goal of 


the Third War Loan would be $15,- | 


000,000,000, two billion more than 
|was sought in the drive this spring. 
| Advertising, a key force in the last 


|drive, will again be expected to de- | 


lliver. The drive will start Sept. 9, 
jand non-banking sources are its 
primary targets. 

* %* 


Rolf Nugent, OPA economist, re- | 


signed his post and was replaced by 
Charles Bonner, Chicago 
The Nugent plan, a system of ear- 
marked certificates for postwar 


purchases, was for a time promi-| 


nent in business discussions. Be- 
cause of opposition from business 
sources who feared a price change 
which would obviate the items, and 


because of Treasury opposition, the | 


plan gained little headway, and had 
not been promoted recently. The 
basis of the plan, however, has been 
extensively used by advertisers, 


who urged the purchase and ear-| 


marking of bonds for specific items. 


DeSoto Ads Tell War 


Production Story 
The role of DeSoto 
Chrysler Corporation, 


Division of 
Detroit, in 


the war effort forms the theme for | 


two advertisements released to na- 
tional magazines and principal au- 
tomotive trade publications. 

Colliers, Life, Look, Newsweek, 
The New Yorker, The 
Evening Post, Time and United 
States News are on the magazine 
list. The initial advertisement, in 
two colors, tells how DeSoto is en- 
gaged in precision building of air- 
plane wing sections, bomber fusel- 
age nose and center sections, and 
assemblies for anti-aircraft guns 
and tanks. Ruthrauff & Ryan, De- 
troit, handles the account. 


week production was allowed on al 


banker. | 


Saturday | 


Copy Seeks to 
Make U.S. Boys 
Better Marksmen 


New York, July 22.—Increasing 
|}its advertising appropriation 200%, 
|QO. F. Mossberg & Sons, Inc., of New 
Haven, Conn., makers of firearms, 
is seeking to make Americans bet- 
ter marksmen. In normal times the 
|company makes 22-caliber rifles, 
shotguns, telescope sights, etc., but 
it is now entirely engaged in pro- 
duction for the armed forces. 
Because “less than 2 per cent of 
| inductees know anything about rifle 
arms,” Mossberg launched a cam- 
paign in outdoor magazines last fall 
on the theme, “Share your rifle with 
your neighbor.” In May the cam- 
paign was widened to include gen- 
|eral magazines. Booklets on “The 
Guide to Rifle Marksmanship” and 
how to organize and conduct a 
shooting club are offered in a cou- 
pon. The “share your rifle” program 
is sponsored by the National Rifle 
Association, Washington. 

Currently, to the 11,000 firms 
listed in “Standard Advertising 
Register,’ the Mossberg Company 
has sent a brochure on this pre- 
induction training program, seeking 
“an associate sponsor... to help 
'win the war quicker and*tb save 
American lives.” 

Associate sponsors would be othe 
advertisers who would devote part 
of their copy to the marksmanship 
theme. 

J. M. Hickerson, Inc., New York 
handles the account. 


Harting Joins Kudner 

Frank Harting, for the past seve) 
years on the public relations staf! 
of General Motors, has joined the 
public relations staff of Arthu 
Kudner, Inc., New York. A forme 
Texas newspaperman, Mr. Harting 
is widely known among newspape 
men for his work as public rela 
|tions and promotional director o 
the General Motors exhibit at th: 
New York World’s Fair. 


THE GREATEST 
IN THE SOUTH’S 


50,000 WATTS 


Nat'l Representatives: 


SELLING POWER 
GREATEST CITY 


CLEAR CHANNEL 


CBS Affiliate 


The Katz Agency, Inc. 
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NEW WORDS in the bright 


lexicon of T " X A S 


In news space and advertisements 
(by leading national advertisers) the 
story of synthetic rubber in Texas was 
first told in a special section of The 
Dallas News’ issue of June 27, 1943. 


IVE new synthetic rubber plants in Texas will pro- 
duce 40 per cent of the vast output of American 
rubber ... rubber for war... rubber for the expand- 
ed needs of post-war. adie 


Already in the forefront of war activity with almost 4 
billions invested in war industries, Texas now adds 
another ... full-grown ... the processing of rubber 
from petroleum. \ A 


-—— em ee 


New utilization of Texas’ great natural wealth ... new 
income ... big new payrolls. 


To the national advertiser it means MORE money to spend 
in Texas and more people to spend it. More power 
to The Dallas News and its expanded reader-family. 


ALSO IN PERCENTAGE IN- 
TEXAS LEADS AMERIC CREASE OF CARS AND TRUCKS 


Only two states show ANY increase in the preliminary auto 
registration figures for 1943. 
Texas car registrations increased 5.5%; trucks, 11.5%. Utah 


showed an increase of 2.6% in passenger cars. All other states 
showed losses. 


Affiliates: Radio Stations — 
“WFAA and KGKO 


‘The Texas poco 
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Retailers Must be Tough 


Many times during the past year 
officials in Washington have pre- 
dicted a tremendous decline in the 
number of retail establishments do- 
ing business in this country. Short- 
age of many products, plus the 
complete elimination of others, 
would force merchants in all lines 
to toss in the sponge, they said, and 
it was freely predicted that hun- 
dreds of thousands of stores would 
soon become war casualties. These 
predictions are no longer being 
heard. 

There is always a large turnover 
among retailers, because it is rela- 
tively easy for ambitious people to 
open stores under normal condi- 
tions. Fringe dealers, with limited 
capital and management ability, 
consequently drop out of the pic- 
ture at a rapid rate in all periods. 
But it is hard to find a shrinkage 
in the number of established retail 
stores, even in lines presumably 
hardest hit by war scarcities, which 
would justify the dire predictions 
which were heard so often dur- 
ing the latter part of last year. 

As a matter of fact, retail sales 
are running ahead of last year’s 
record total, so that stores with 
merchandise to sell have obviously 
had nothing to worry about. It is 
true that inventories are declining, 
and it is evident that the merchan- 
dising ingenuity which has carried 
retailers through other difficult pe- | 
riods will be put to another test. 
But dealers in many lines have 
found that they can locate many 


new sources of supply for products 
they can sell, even though these | 
products may be new to them and/| 
new to their customers. With con- 
sumer buying power as great as it 
is, almost anything of legitimate 
value can be sold at a profit. 


ADVERTISING AGE is publishing a 
series of authoritative articles on| 
what has happened to distribution | 
as a result of the war, and it has | 
been clearly shown that mortality | 
among retailers has not been large. 
If there had been the usual number 
of new retail stores established, the 
total number in business might 
have held about the same. The 
usual number is going out of busi- 
ness, and in general they are not 
being replaced. This leaves the 
strong, well-established and well- 
managed stores in good position to 
maintain themselves for the dura- 
tion, and to continue to serve as the 
vital channel of supply for the| 
civilian population. 

The services performed by retail- | 
ers are so essential to the national | 
welfare that it is hard to under-| 
stand why their lot has been made | 
more difficult than necessary by the 
vast amount of regulation and pa- 
per work which has been forced on 
them. Dealers will continue in 
business and will continue to be | 
available for the 


service of both} 
manufacturers and consumers, but | 
they would welcome extensive sim- | 
| plification of the present maze of | 
official red tape which is making re- | 
tailing in all lines difficult. 


Civilian Supply Prospects 


A possibility 
supplies for civilian use was sug- 
gested last week by James F. 
Byrnes, War Mobilization Director, 


of releasing more, be given to prevent the military de- 


in reviewing the work which is now | 


being done under his direction to 
determine whether procurement 
agencies of the government have 
exceeded their needs or have found 
that their requirements are less 
than had been anticipated. 

At the same time The Iron Age, 
in reviewing results of the 
the Steel” drive, the 
which is to release material from 
excessive inventories for use else- 
where, said that the WPB require- 
ments committee is going to allot 
approximately 143,000 tons of steel 
to the Office of Civilian Require- 
ments for the 
vitally needed civilian goods. 

“Sufficiently 
and allotment numbers are going to 


object of 


“Share 


manufacture of | 
| ties which could not have been pre- 
high urgency rating | 


mand killing off the allotment,”’ the 
publication added. 

While it is true that our military 
requirements will continue large, 
amd must have the right of way, 
the favorable development of the! 
current offensives both in the Euro- 
pean and Pacific areas, and the 
success of the allies in breaking up|} 
U-boat attacks, have made it pos- 
sible for the civilian needs of the 
country to have more attention than 
they have received heretofore. 

Therefore it is fair to assume that 
the possibilities referred to by Mr. 
Byrnes may develop into realities, 
and that goods required both for 
the use of our people and to ab- 
sorb high consumer buying power 
may soon be available in quanti- 


That will 


dicted a few months ago. | 


be an important gain. 


| Star-Bulletin, which a friend sta- 


‘couple of 


| time, and therefore did not have an 


CONSUMER JURY ON THE JOB 


—Alex Young, in Redbook 


"I'd like to ask a question—where was the defendant able to get beige nylon 
stockings?" 


Ad-libbing 


Allee Samee Smart 

Jack Casey of National Jeweler 
sent your Ad-libber this interesting 
advertisement from the Honolulu 


tioned in Hawaii sent on to him. 
Me-P. Y. Chong packs a hefty wal- 
lop in the advertising for his 
restaurant, and the pidgeon Eng- 
lish, although obviously corny as all 
get-out, helps considerably to cre- 
ate the proper advertising atmos- 


! Me--P. . Chong 

still do business Ala Moana 
way... vely well .. thank you! 
f Run restaulant now also 


blood and sweat business. 


STEAK DNUA SEAFOOD DIV eye 


sot PuenTy Fuuee satane yeeros 
a yarns ween *. 
fs ; # 


‘SE OF P. Y. CHONG 
« 
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| PLEESE DEPOSIT BLOOD. BLOOD BANK | 
| 


STILL NEED You KOKUA! 


phere. We particularly like his} 
opening explanation about the re-| 
cent absence of his advertising from | 
the newspapers because it costs a| 
hundred dollars each | 
time, and his request for coopera-| 
tion in observing the liquor laws: 
“Me-P. Y. get little pilikia| 
(trouble) likee you kokua (help). | 
No bling bottle liquor my place| 
dlink anytam. Supposee you bling, 
no can let you come inside. Please | 
excuse. This against law.” 


The Old Argument Again 


professor of education at the Uni-| 
versity of Chicago, bids fair to start 
a new avalanche of arguments 
anent the mental age to which ad- 
vertising should be addressed. Prof. 
Gray told an audience of educators 
interested in the teaching of read-| 
ing that “at least half the popula- 
tion is unable to read any printed | 


matter above the seventh-grade 
level. 
“Millions of adults today 


opportunity to learn to read well,” 
he said. “What happened to them 
is matched in the experience of 
hundreds of us who took French or 
German in high school or college. 
Whatever ability we acquired to 
read these languages soon disin- 
tegrated through disuse.” And he 
went on to say that Army authori- 
ties have been perturbed by the 
high percentage of men who not 
only were unable to do the reading 
required in learning certain mili- 
tary skills, but were even unable 
to read accurately simple instruc- 
tions. 

If Prof. Gray’s right, his com- 
ments should have wide implica- 
tions not only on the writers of ad- 
vertising copy, but equally on the 
writers of instruction books, man- 
uals, employe publications, etc. 


Perfect Companions Dept. 

George Atkins, advertising man- 
ager, The American-Statesman, 
Austin, Tex., is one who enjoys a 
joke, even when it strikes pretty 
close to home. So he sends the 
Ad-libber a clipping which this de- 
partment feels is as neat an example 
of the perfection which editorial 
men strive for as any we have ever 
seen. Under a head, “Wallace and 
Jones Sit Across Table,” was an 
INS Washington dispatch reading 
in part: 

Vice-President Henry A. Wal- 
lace and Secretary of Commerce 
Jesse Jones, key figures in Wash- 
ington's most famous feud, were 
brought face to face Friday when 
President Roosevelt called a meet- 
ing of his cabinet 

Wallace and Jones have been 
attacking each other over the pro- 
gram of the Board of Economic 
Warfare's stockpiling of critical 
war materials. Wallace, who 
heads the BEW, has accused 
Jones of obstructing the program 


while Jones has denounced Wal- 
lace for uttering “half truths” and 
“falsehoods.” 

Directly beneath this item was 


lone of those two-line bits of boiler- 
plate put in to fill up columns. It 
said: 
The dove, bird of peace, 
fights with its fellows. 


often 


Jottings 
A recent talk by William S. Gray, | 


A. B. Dick Company published a 


full-page tribute and message to 
|office boys in a recent Fortune. 
Now if we could only get Lily 


|Dache to run a full schedule in the 


Hobo News... 

American Horse Meat Packers’ 
Association has been organized in 
California “to create a good will 
with the general public toward the 
horse meat packing industry.” 

About 40,000 paper cups are used 


have| each day by the 10 lunch bars in 


attended school for only a limited| Washington’s huge Pentagon build- 


jing... 
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Information 
for 
Advertisers 


The following documents may bp, 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| ally 
advertiser or advertising agency BP oniro 
executive writing on his business Matter 
letterhead. ease 
War I 
end: 


Bric 
pral 
produ: 


No. 2204. Map of a Major Market. 


This brochure, issued by the Sal og 
Lake Tribune and Telegram, gives 4 ch: 


a lot of facts about Utah’s new jp. Lee 
dustrial area, which has been trans- a b¢ 
formed from a rural market within 


eceiV 
the past three years. Population MBactur 
and payroll increases, retail sales Mors, ' 


Huctio 
Sept. 

Hehyd 
Hepar’ 
jon i 


and readership of the newspapers 
are covered in detail. 


No. 2205. WLW Fazfile. 
Station WLW, Cincinnati, has is- BR ieq 
sued this file, which contains early, th 
morning, early evening and night-Bhome 
time mail maps. It includes affcient 
study called “How Deep Is Day-fwhich 
time?”, containing a map of the sta-food 
tion’s effective daytime sales areagmaste, 
and a breakdown of replies to ,gpe' t 
seed offer broadcast from Jan. 28 to 
Feb. 5, 1943. This is done by states, 
with a summary by states and area 
and a county-by-county tabulation, 
The material is enclosed in an ac- 
cordian-hinged file folder planned 
to accommodate future releases. 


No. 2201. 
Help. 
McCall’s has issued this brochure 
as a sequel to “This Woman Needs 
Help,” which urged cooperation of 0 
advertisers and media in helping 
housewives meet wartime problems 
The new book reproduces editorial! 
pages from the January, February, 
March, April and May issues of 
McCall’s to show some of the ques- 
tions readers are asking and how 
the magazine is answering them. 


This Woman is Getting 


No. 2202. 
racy. 
The Oklahoma Publishing Com- 
pany has issued this reprint of a 
series which appeared in the Daily 
Oklahoman, Oklahoma City, as in- 
dicative of the type of material 
originated by Oklahoman and Times 
staff members. 


Sicily, Greece, Democ- 


P 
ED; 


No. 2203. M-Day for W-Power. 
Every day is M-Day for woman- "oul 
power, says this brochure, issued by he 
Ladies’ Home Journal, pointing out wR" 
that whatever emergency arisesmprac 
must be put up to the nation'sfih. l 
women for carrying through. The Vv} 
pages of the brochure show how l 
the Journal has presented wartime lar 
issues to enlist women, and the suc- Marg 
cess of the promotions. sale 


No. 2198. You Never Earned Your arbor 
Groceries Easier. 03 

The Rio Grande Valley Group wh), 
pays off to readers of this booklet— 
334 words, reading pay, 22 potatoes 
—provided the reader votes “yes 


CCK 


yO 


or “no” when he’s digested the facts The 
The booklet tells the market stor) nar 
of “Valley City’—the lower Kx var 


Grande Valley region of over 109,- 
000 population—which, it holds, isfphoy 
identical in pattern to any simi! Br», 
metropolitan city, because it , 
served by common utilities, re‘al! 
outlets and newspapers. mil 


hal 


No. 2141. There Is No Substitutcm. 
for Selling Power. : 
A study of advertising volum* 
forms the basis of this brochure #jwa; 
which has been issued by the Phi 4 "a 
delphia Inquirer. Tables and graph‘fe !! 
show the total linage picture, fol 
lowed by an analysis of retail ‘ig-¥% ?! 
ures, general advertising and classi- J #6: 
fied volume. 


No. 2174. Results. {' 
Station WLS, Chicago, has issue¢ 

this folder, which tells — ss 

stories of several typical WLS < 

vertisers, giving analyses of nasi Te 

response to programs broadcast 2 Bi 

various hours. } 
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E Gets Okay to 
ake 18,000 


ome Dehydrators 


Bridgeport, Conn., July 21.—Gen- 
bral Electric Company will begin 
production of about 18,000 electri- 
ally heated and thermostatically 
ontrolled home dehydrators the 
atter part of July, following re- 
ease of critical materials by the 
var Production Board upon recom- 
endation of the Department of 
agriculture, it has been announced 
by H. L. Andrews, vice-president 
n charge of the company’s appli- 
pnce and merchandise department. 
About 31 manufacturers have 
eceived WPB sanction to manu- 
acture a total of 100,000 dehydra- 
ors, with the stipulation that pro- 
Huction must definitely cease by 
Fept. 1. A far cry from the home 
Hehydrators currently being sold in 
Hepartment stores, which dehydra- 
ion interests have severely criti- 
ized as unworkable and harmful 
o their enterprise, the new GE 
ome dehydrator is described as a 
cientifically designed appliance 


which can produce a dehydrated 
ood product vastly superior in 
aste, appearance and vitamin con- 
ent to the “dried” foods of a gen- 


RF If today you 
ae hand picked 
‘our postwar prospects in 
he metalworking market, 
ractically all of them would 
’e plants employing over 50. 
Vhy? Because these are the 
jlants with buying power 
arge enough to justify your 
bales efforts. ***Nice part 
bout it is STEEL reaches 
035 metalworking plants 
hich employ over 50 and 
count for over 90% of the 
‘Olume of the industry. 
lhat’s real coverage of your 
narket — present and post- 
var. For proof, we'd like to 
how you how STEEL’s cov- 
‘rage stacks up against the 


ailfeearket you want to reach. 


gYou name the product you 
yYant to sell, and we'll help 
‘ou get an X-ray picture of 
‘our market—this is a post- 


epvar step you can take now. 


e 


TEEL, Penton Bldg., Cleveland 


cing 


eration ago. It is expected to retail 
at $39.50. 

Development of the GE dehydra- 
tor was under the direction of Dr. 
Donald K. Tressler, Ph. D., for- 
merly chief chemist of Birds Eye 
frozen food laboratories, also for- 
mer chief of research at the New 
York State Agricultural Experi- 
ment Station and professor of 
chemistry in the school of nutri- 
tion, Cornell University. Dr. Tress- 
ler is in charge of food research 
for General Electric Consumers In- 
stitute. 

Constructed according to specifi- 
cations determined by months of 
research and testing in the GE 
Consumers Institute, the dehydra- 
tor has a wood frame with Mason- 
ite pressed wood sides. It has a 
heat-resistant fan for air circula- 
tion, and contains the highly criti- 
cal nichrome wire heating element 


with thermostat which provides the 
all-important heat control. Two- 
thirds of a bushel of fruit or vege- 
tables or a bushel of greens may be 
dehydrated at one time in the GE 
dehydrator, Dr. Tressler revealed. 

The product will be marketed 
through regular GE dealers and 
distributors, but because manufac- 
ture is limited to the month of 
August, no extensive advertising 
will be done. One farm paper and 
one magazine supplement of a New 
York newspaper will carry a —_ 
insertion promoting sales of e 
product. 

Despite the fact that the harvest 
season will be well over by the 
time the dehydrators are available, 
a spokesman for GE told ADVERTIs- 
ING AGE that on the basis of in- 
quiries and the tremendous interest 
shown in the product, the supply 
will by no means satisfy the de- 


mand, Step-by-step instruction in Dru 

the dehydration of all kinds of food g Products Company 
which can be successfully dehy-|Sold to J. H. Moss 

Harry Noonan, founder and gen- 


drated, will be furnished by GE 


with each dehydrator. Instruction 


11 


will cover preparation of foods for eral manager of Drug Products 
dehydration, operation of the de-|COmpany, manufacturer of pharma- 
hydrator, and the storage and re- ceuticals, Long Island City, N. Y., 


freshing of dehydrated foods. 


Ferguson Is ‘Milwaukee 
Journal’ President 


has sold controlling interest in the 
company to Joseph H. Moss, of 
Seal-Sac, Inc., Fall River, Mass. Mr. 
Noonan expects to retire from ac- 
tive business at the end of the year. 


J. Donald Ferguson, vice-presi- 
dent and associate editor of the — P_ §_ 
Milwaukee Journal for the past five 
years, has been elected president 
of the Journal Company and editor | § sifiea 
of the publication. 

He succeeds Marvin H. Greager, 
who is returning to the Journal 
after an extended illness as vice- 
president and editorial adviser. 


advertisers. 
And they buy-by-maliL 


for it today. 


It’s no after-thought that Popular 
Science gets profitable results for clas- 
Popular 
readers are making money . 


Science 
. lots! 
Our Classified 


folder A-11 explains everything. Write 


l= POPULAR SCIENCE « 355, Fourth Ave om 


War Correspondent to You as a Business Man 


duly accredited by 


He wears the same 


war production 


| 


Business Week's John Chapman is overseas now, 


the General Staff as a War 


Correspondent—recognition by the armed services 
of the part that management plays in the produc- 
tion line in this total war and of the importance of 
adequate reporting to those key men. 


uniform, has been inoculated 


with the same serums, sailed the same ship as 
mass-syndicate correspondents—but to a vastly dif- 
ferent purpose. Here are his probable jobs abroad... 


In England: to re-study governmental management 
of the war economy and business management of 
. .. to report back ideas that could 
be used here . . . to investigate and report on British 
planning for postwar reconversion and competition 
in international trade. 


In North Africa: to study how supplies from American 
factories are being handled at the front—how lend- 
lease is operating—how civilian relief is being car- 


ried on... to advise American management-men on 
what kind of models this provides for application to 
future-occupied countries. 


In the Middle East: the same assignment, plus the 
reporting of economic changes that will affect our 
postwar trade with that area. 


In Russia: wide investigation into the wartime eco- 
nomic changes in the Soviet system affecting Russia's 
war-strength and pointing to her postwar position 
as a customer and competitor. 


Because of Business Week's international reputation 
for accurate, unbiased and highly specialized re- 
porting, and because of his own wide acquaintance- 
ship, John Chapman will have access to sources of 
information usually closed fo news-gatherers. And 
because of his informed background as BW's For- 
eign Editor, he'll add intelligent interpretation to 
the facts. 


BUSINESS WEEK—The News-base of Management's Decisions 
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Higgins to Platt-Forbes 


John Higgins, formerly with the | 
Buffalo Courier-Express, has joined | 
Platt-Forbes, Inc., New York, as an} 
account executive. 


One hundred and fifty trailers 
and the erection of 100 tem- 
porary housing units are neces- 
sary to supply additional living 
quarters for War workers in 
Battle Creek where the normal 
population is 67,776. 


THE BATTLE CREEK 


W. R. Farrell Heads 
B&B Research Staff 


William R. Farrell will join Ben- 
ton & Bowles, New York, as vice- 
president and director of research 
and product development, late this 
month, Clarence B. Goshorn, presi- 
dent, has announced. 

For the past ten years Mr. Farrell 
has been with A. C. Nielsen Com- 
pany and has been a vice-president 
of that organization since 1938. Be- 
fore going to Nielsen, Mr. Farrell 
was with Campbell-Ewald Company 
and with the Fisher Body division 
of the General Motors Corporation. 


Harris, Rome Promoted 


R. T. Harris, treasurer of New 
York Subways Advertising Com- 
pany, New York, has been elected 
president. Mr. Harris will continue 
as treasurer in addition to his new 
duties. Robert C. Rome, who has 
been western sales manager of the 
company with headquarters in Chi- 
cago, has been elected vice-presi- 
dent in charge of sales. 


Hiese Joins Heil 


Private Lines 


The men’s clothing manufactur- 
ers and retailers who were worried 
about the disappearance of their 


sensational this year, and gives 
every indication of continuing that 
way. 

No one believes rationing of 
clothing will be necessary, but if it 
does come it isn’t going to worry 
makers and sellers of men’s things 


rationing program that wouldn’t be 
substantially above that figure. 


oe at us 


In OPA they get philosophical, 
what with a war of nerves being 
consistently conducted all around 


M. Nelson is looking it over, see- : : 
ing how it fits into the war produc- | President, as friend and foe alix, 
will testify, can move quickly ang 

adroitly once he thinks it necessary 
in recent months it’s cooled|Some home front agencies hay 
Its revival could mean many|been doing miserably, anc th 
is that ex-| grapevine says that shakeu)s 


tion pattern. Conservation used to 
market when the war drained off! be one of the government’s pet proj- 
nine or ten million of their best| ects; 
potential customers are now snowed | off. 
under a pile of orders. The retail! things, one of which . 
men’s clothing business has been| panded production of goods for | Coming. 
civilian consumption is still a long, oa 
long way off. 

Bd 


Brown. 


His deputies, stamps and certificates will be of 
most of whom know what Sar soaee fered at all points of sale, includ 
departments, | "8 banks and post offices. 

shudder at the off-base predictions i nba 


of the administrator in talking with | ‘Popular Science’ 
For that reason, as 


well as his general naivete when | Newspaper Drive 
dealing with some of the more ra- 
them. When the Maxon-Brown-|Pacious government agencies, don’t | York, has placed its first newspap 
Bowles business finally was cleared | be surprised if Bowles runs OPA, | campaign in a list of 13 papers in | 
up, one employe of the agency re-| and 


the reporters. 


Brown is assigned to the im- 


ENQUIRER 4*» NEWS 


Walter Hiese, formerly sales and| to 


marked: “Ho-hum. If I don’t get | portant but satellite job of policing | 1,320-line space. The advertisemer 
spend my vacation at Lou OPA’s political supply lines. 


advertising manager of Pohlman| Maxon’s cabin, maybe I can spend o 29 


Studios, Milwaukee, has joined the} it on Chet Bowles’ boat.” 


Heil Company of the same city, “in 
charge of advertising, public rela- 
tions and publicity. 


oa ae 


| Look for sterner direction on the|Liberty ship, and is headed “Wj 
home front. Capital newspaper- It Be Jobs or Apples, Mr. Kaise: 
There’s a big over-all conserva-| men feel that the President’s action 


tion campaign in the works. Donald | against Wallace and Jones was the |Uled to appear in advertising publ 
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the domestic situation. As h: 


has been paying attention only t 
the war. The war, other thing 


are 


October is the probable date fo, 
Canada’s Fifth Victory Loan can, 


Chester Bowles will find many | Paign. When that drive is safe| 
problems at OPA, but none more 
perplexing than Prentiss 
Brown is genial; he has the man- : 
much. The most recent prewar fig-| nerisms and courtesy of the Senate | S@V!"8s stamps and certificates 
ures show the average man buying | floor. He talks generally and loosely Free Christmas cards for enclosin 
about three suits every four years, 'at press conferences. 
and no one can visualize a suit-| 


Popular Science Monthly, Ne 
key cities across the country, usi; 
carries a large picture of Henry | 


Kaiser with a 14-foot model of 


The advertisement is also sche 


They're getting sale 


a 


$ and service 


business through the Classified 


N. W. Ayer & Son, Inc. Hutchins Advertising Co., Inc. 
Natl. Cash Register Co. Philco Radio & Television Corp. 
Batten, Barton, Durstine & Arthur Kudner, Inc. 
Osborn, Inc. Buick Mtr. Div. G. M. Corp. 
E. I. duPont de Nemours & Co., Goodyear Tire & Rubber Co., 
Inc. Inc., The 
Pittsburgh Plate Glass Co. 
Beaumont & Hohman. Inc. . ‘ee sek te sa eg es 
Electric Vacuum Cleaner Co. 
Greyhound Lines, Inc. MacManus, John & Adams, Inc. 


Cadillac Mtr. Car Div. G. M. Corp. 

Brooke, Smith, French & 
r ~~ Pontiac Motor Div. G. M. Corp. 

Timken Silent Automatic Div. Maxon, Inc. 

The Timken Detroit Axle Co. General Electric Co. (Radio 
D. P. Brother & Company, Inc. J 

Oldsmobile Div. G. M. Corp. McCann-Erickson, Inc. 
a a y. tne. aa 

A. B. Dick Company 

Hoover Company Meldrum and Fewsmith, Inc. 
Calkins & Holden Seiberling Rubber Co. 

Devoe & Raynolds Co., Inc. Willard Storage Battery Co. 
Campbell-Ewald Company, Inc. Newell-Emmett 


Chevrolet Motor Div. G. M. Corp. 


Inc 
Foote, Cone & Belding The Sherwin-Williams 
Frigidaire Div. G. M. Corp. 84 
Kimberly-Clark Corp. Redfield-Johnstone, McNevin, Inc. 
Fuller & Senith & Ress. Inc. Yale & Towne Mig. Co. (Phila. Div.) 
Pennzoil Co. Reincke-Ellis-Younggreen & Finn. 
Westinghouse Elec. & Mig. Co. Inc. ” , 
(except Service) Burlington Transportation 
White Sewing Mch. Co. Page Fence Association ag 
Wickwire Spencer Steel Co. Wright Mig. Div. Amer. Chain & 
Geare-Marston, Inc. Cable Co. 
Alliance Insurance Co. of 
Philodeiphia Ruthrauff & Ryan, Inc. 


Electric Storage Battery Co., The 


D. L. & W. Coal Co. 


Indemnity Insurance Co. of North Dodge Div. Chrysler Corp. 


America 


Insurance Co. of North America 
Philadelphia Fire & Marine Ins. 
Co. 


Geyer, Cornell & Newell, Inc. 


Elec. Auto-Lite Co. 
Stewart, Hanford & Casler, Inc. 


P. W. Minor & Son, Inc. 
Staynew Filter Co. 


Kelvinator Div. of Nash- 


Kelvinator Corp. 


Leonard Div. of Nash-Kelvinator 


Corp. 


Howard Swink Advertising Agency 
Central Mirs. Mutual Ins. Co. 


Nash Div. NashKelvinator Corp. ""%?: Keat & Co.. Inc. 


E. P. Reed & Co. 
Grace & Bement, Inc. 


American District Telegraph Co. 
Federal Electric Products Co. 


Chrysler Airtemp Sales Corp. a ee 
J. R. Hamilton Advertising Agency agp ie. Dany Weseas Camp, 

Micro Switch Co. Young & Rubicam, Inc. 

National Chem. & Mig. Co. Bendix Home Appliances, Inc. 

Webster Electric Co. Owens-Corning Fiberglas Corp. 


Delco Appliance Div. G. M. Corp. 


Is there a moral here 
for your clients? 


Here’s a partial list of advertising agencies 
with clients having branded products or 
services that are represented in the Classi- 
fied section of Telephone Directories, Many 
have used this service consistently for years 
to bring prospects and dealers face to face. 


Agencies know that the Classified helps 
make their advertising campaigns more pro- 
ductive. With Trade Mark Service they can 
easily guide prospects to the point of sale 
or service with this typical sentence: “Look 
in the Classified section of the Telephone 
Directory for your local authorized dealer.” 
That helps keep prospects from straying to 
competitors and helps dealers to “carry-on” 
for the duration. 


Agencies know too that the Classified is 
an effective, inexpensive means of keeping 
their clients’ trade marks before America’s 
millions of homes during the war. 


A Directory Advertising Representative 
will explain how this plan may be adapted 
to your markets. Call him : 
through your local telephone 


company. 


CLASSIFIED LEPHONE DIRECTORY 


your GRAND SANE ry 
a tional for (ote » 
your service or product. 3 
o-4618 ¥ 
7 
peas “WHERE TO GET SERVICE” * 
Your Local Dealer Wis AONE 20. 0080000 Ya. we. . 
Your Ls Py Mis Address ‘ - ~ 4 
Your Local Dealer His ao ee Te a ' 
¥ Local Dester His Address ° . ; 
Your Local Dealer Mis Address ...------+** bo _ i 
Your Local —_ -_ ee eee a oe. i 
Your Lo Adéress ..,--+- Tel. Me. 
core aes, 
His Address . ~~ > 
Your Local Dester is Address . 


cations in addition to Automoti 
News and Aviation News. J. \ 
Hickerson, Inc., New York, is th 
agency. 


Expect War Workers 
to Stay in Cities 


that population shifts to war indus 
trial centers will be only partly off 
set by a reverse movement after th 
war. 

In a survey, it found that 40% 
those who have moved into thes 
cities to do war work intend to sta 
when peace comes. In Detroit 48 


Cleveland, 35%; Philadelphia 37° 
in California, it’s 49%; in New Eng 
land, 33%. 


opening gun of a new barrage , 


beer 
copiously . reported, the Pr; siden 


being equal, is proceeding we!|. T;, 


out of the way, the Dominion wij 
launch a pre-Christmas campaig; 
to promote the holiday sale of wa, 


The National Association of Red 
Estate Boards reported last weel 
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local in behalf of James C. Petrillo, 
president of AFM. 


Ballroom,” 


dvertising Age, July 26, 1943 


avy Has Enough 
Pecords;: Rejects 
Detrillo’s Offer 


New York, July 21. — James 
‘szesar Petrillo, president of the 
merican Federation of Musicians, 
hisclosed yesterday that the Navy 
ad rejected as “not essential to the 
jJ-out prosecution of the war ef- 
ort” his offer for members of the 
nion to make records free for sail- 
rs if it were considered necessary 
or morale. 

Mr. Petrillo looked upon the let- 
er he received from Captain R. A. 
foch, special assistant to the chief 
¢ the Bureau of Navy Personnel, 
bs a direct rebuff to Elmer Davis, 
YWI chief, and other government 
yfficials, who have held that the 
.mmercial recording ban in effect 
last August was harming 


ince 
j0rale. 
In his New York office, Mr. Pe- 
rillo waved the Captain’s letter in 
jid-air and said “Well, there you 
re. I make them an offer and they 
on’t want it. If they don’t think 
t's essential, that’s o. k. with me.” 
je said he had not heard from the 
rmy yet, adding “If they want the 
records, they’ll get ’em, but remem- 
er—no nickels, the party’s over.” 
Mr. Petrillo’s reference to the 
arty being over was a reiteration 
f his remarks made in Washington 
uly 9, when he shouted it to the 
jational War Labor Board, adding 
hat “Mr. Juke-Box Guy isn’t going 
o get a nickel” if the musicians 
‘play for free” for the armed forces. 


NEW’S BRITISH DISCS | 
AUSE MUSICIANS’ STRIKE | 


New York, July 21.—On the | 
srounds that Station WNEW has 


been using British recordings made | 


yy non-union musicians, Local 802, 
American Federation of Musicians, 
dered musicians of that station 
yut on strike yesterday afternoon. 
he strike notice was the result of 
in investigation conducted by the 


With recordings used exclusively 
Martin Block’s ‘Make-Believe 
Mr. Petrillo has often 


mn 


In The Fast Growing — 
SALT LAKE MARKET “y 


cited this program as an example 
of what he was trying to overcome. 


‘Co-op Group 
The trouble came about when the | 
station first reported the acquisition | Urged to Buy 


of new records of the latest song | 

hits after an hour and a half broad- F Jour Mills 

cast of the “Ballroom” last Thurs- | ; 
day evening. The discs are regular} New York, July 20.—Centralized 
50-cent sellers sold over the counter ounenee of flour milling facilities 
and were made by leading English|to supply the needs of the more 
orchestras. ‘than 1,000 consumer cooperatives 


cniieaitimitiinadito |represented by National Coopera- 
FC&B Adds Two 


|tives, Inc., was recommended by 
the grocery committee of this group, 
L. G. Moseley and Joseph Hayes,| which met here recently. The com- 
both former vice - presidents of | mittee does the purchasing for all 
Bowman, Deute, Cummings, have | ‘of the cooperative members. 
joined Foote, Cone & Belding. Mr. Several of the regional coopera- 
Moseley, temporarily in  the| tives now own the cooperative mill 
agency’s San Francisco office, will| at Auburn, Ind. The suggested pro- 
be located in Chicago, and Mr.| gram would call for ownership of 
Hayes will be in the travel and in-|this mill through National Coop- 
dustrial department of the Los/eratives, plus ownership of as many 
Angeles office. ‘additional mills as are necessary to 


meet the need of the cooperative 
stores at the present time, which is 
considerably beyond the volume of 
the Auburn mill. 


The Rochdale Centennial theme | 
many co-op | 


will be used on as 
labels as possible in the year 1944, 
according to another decision of 
the committee. The chairman was 
appointed to work with the centen- 
nial committee of the Cooperative 
League of the U. S. A. in arranging 


|for the use of the centennial theme 


on co-op cereals and such other 
co-op merchandise as it is feasible 
to include. 

The grocery committee also voted 
to continue the present policy on 
the use of government A-B-C grade 
labeling. A special committee was 
appointed to make a_ thorough 
study of the grade label situation 
and prepare a report on “The Truth 


About Grade Labeling” for the next! 


13 


meeting of the committee. 

Hugh Bogardus, buyer for Cen- 
tral States Cooperatives, Chicago, 
is chairman of the grocery com- 
mittee. The regional cooperatives 
represented were: Associated Co- 
operatives of Northern California, 
Central Cooperative Wholesale, 
Midland Cooperative Wholesale, 
Consumer Cooperative Association, 
Central States Cooperatives, Farm- 
ers Union Central Exchange, Ohio 
Co-op Grocery Wholesale and East- 
ern Cooperative Wholesale. 


| 


Write for circular on 


ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


— ae - 


“WORLD MIRROR” 


Dr. Frank Luther Mott, dean of the 
School of Journalism, presenting the 
medal to Erwin D. Canham, managing 
editor of the Monitor, said it was 
awarded “To The Christian Science 
Monitor for fulfillment of the diffi- 
cult assignment given to it by its 
Founder, Mary Baker Eddy, ‘to injure 
no man, but to bless all mankind.’ 

“For achieving, during its thirty- 
five years, a world-wide breadth of 
view and an international coverage 
of the news which causes it to be re- 
garded as one of the great news- 
papers which ‘mirror the world.’ 

“For its domestic news reports and 
its coverage of the fields of art, music, 
education, and literature. 

“For its dependability as a source 
of historical reference, and for its 


wide secondary influence through 
other newspapers and educational in- 
stitutions. 


“For a daily product which from 
thought to type is effective, lofty, 
clean-cut, and realistic, a credit both 
to the idealism of its Founder and 
the workmanship of its staff.” 


THE THIRD RECOGNITION 


Monitor in recent months. 


/\nother honor for 


THE CHRISTIAN SCIENCE MONITOR 


Bitcaccrc HALL 


journalistic service presented annually by the 


Monitor. It is the third recognition accorded the 


were the Maria Moors Cabot Prize from Colum- 
bia University for advancing friendship and under- 
standing in the Western Hemisphere, and the 


F, Wayland Ayer Cup for excellence in typog- 


The Christian Science Monitor Is Published by The Christian Science Publishing Society, One, Norway Street, Boston 15, Massachusetts 


e 


IN RECENT MONTHS Ps 


One of the medals of honor for distinguished 


University of Missouri School of Journalism has 


been awarded this year to The Christian Science na 


The other awards 


raphy, make-up, and presswork. 
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HERE IS HOW MAGAZINE | 
ADVERTISING DOLLARS DIVIDE. 
' ©1919 AND NOW —-«-— 


ee 


WHITE COLLAR 


1919 —w ao aoe 

soon pat wos en Hee 
i ievcinss | | INCOMES AaesS haves wane 
-_ sens 11 $16 


BILLIONS 


DO YOU REALIZE THAT ADVERTISING’S MAGAZINE 
INVESTMENT AGAINST WHITE COLLAR FAMILIES 
HAS CHANGED PRACTICALLY NONE SINCE 19197 


WAGE EARNERS 


Only 9% of 
magoazineocd 
dollorsore 
spent thru 
mogorines 
primarily ed- 
ited for this 
morket — 
which todoy 
hos 75% of 
the family 
income. 


INCOME 
$66 
BILLIONS 


qupald oe 


P TODAY'S CONDITIONS 
AND TOMORROW'S OUTLOOK SAY 
_ THIS SHOULD BE CHANGED! _ 


Dote from Pi a 


Ph on” for the Reeses of Elmira, N. Y Youthful, energetic 
rant Reese makes good money as machine operator for Eclipse 
Aviation. Ww ife Betty is an excellent housekeeper —calls True Ex ~- 

ences “her” magazine, uses it as a guide in family life. asl 


“By advertising to Wage Earners today we 


“Under the war production program millions of 
Americans have obtained for the first time com- 
fortable, decent standards of living. To protect 
these gains is beneficial to our national economy 
after the war. Yet to find and maintain jobs for 
the millions now in the armed services and war 
industries, consumer industries must build more 
goods and make more sales than ever. 


**Whether we can have these jobs available de- 
pends to a large extent on our ability to make 
more sales in this Wage Earner market. That is 
so because there are so many of them... they 
are far more than half our urban markets... 
almost half our total market. 


“It is a tribute that the great majority of these 
Wage Earners are using their new standard of 
living wisely. That is so because they are sub- 


Mh 


a ; ™ < soey 
ARTHUR CHRISTENSEN, sales representative 
of Macfadden Women’s Group points out signifi- 
cant shifts in Wage Earner population to J. H. Miller 
Advertising Manager of the Mennen Company and 
F. S. Dieterich, Vice President of the Mennen Com- 
pany. Harry Ireland, Eastern Advertising Manager 
of Macfadden Women’s Group stands at right. 


% 


stantial Americans. They, too, have sons and 
daughters in the armed services. 


“Advertising and economics are things with 
which I am not directly concerned. It is my 
responsibility to build the airplanes so desperately 
needed to win the final victory for which all of 
us are praying, working and fighting. 

“But there is another and universal responsi- 
bility that must not be forgotten in the tragedy 
and turmoil of today. When the victory is won, 
the American way of life for whose preservation 
we have given so much and so freely, is not only 
to be carried on—but carried forward to 
new horizons. 


"I believe that it is a good thing for the future 
of this country that our prosperity is immutably 
tied to the Wage Earners."’ 


help assure America’s future... tomorrow” 
says Donald W. Douglas 


President and Chairman of the 
Board of Douglas Aircraft, Inc. 


National advertisers like the Mennen Comp 
know that Macfadden men are first to have 
news on Wage Earners. They know that the M 
fadden company is close to the Wage Earner mark M 
That is why the Mennen Company, for examf 
will spend nearly three times as many advertis rst 
dollars in Macfadden Magazines this year, than |: ihe | 


e MACFADD! 


True Story «< Zhe Macfadde 
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la\omen’s Group 


-but is your story 


Getting 


Wage Earners? 


a= 


femme DAYS nearly everybody knows the power in the Wage Earner 
market. They see it in their sales analyses as spending power—shaping 
brand rankings. They see it as voting power in local and national elections. 


They see it as the one power, once 


harnessed to their products and their 


ideas, which is strong enough to bring back order after the war. 
Almost every advertiser plans part of his advertising to weld and shape 


Wage Earner power into favorable 
chandise—across. 


action in getting his ideas—his mer- 


But let’s be hard headed. Just how much really does get across? 


Wage Earners are a Separate and Distinct Part of America: 


They think differently, they talk differently, 
they were brought up in different surround- 
ings; they heard different ideas across their 
dining room tables, they chose different 
cliques at school. They vote differently, and 
yes, they read differently. 


Most advertisers use the basic, direct kind 
of advertising copy that could get across— 
but what of the media in which it runs? 


In this country today there’s a great mass 
of magazine circulation that’s clearly cut as 


m Wage Earner circulation.” It talks the Wage 


Earner’s language. In these magazines are 
their kind of people, problems like the ones 
they face. The words are ones they use over the 
back fence or around the water cooler. 


More than half of that Wage Earner circu- 
lation is Macfadden Millions circulation— 
the largest concentration of Wage Earner cir- 
culation in America. 

Macfadden was the first big publisher to 
discover the Wage Earner market. Macfadden 
first made business and advertising aware of 
the power of Wage Earners. 


That is why Macfadden editors have a quarter 
century head start in building friendship in 
Wage Earner America. 


Over a whole generation, literally hundreds 
of thousands of stories of Wage Earners’ own 
lives and experiences have crossed our edito- 
rial desks. Facts, angles and understanding — 
developed from these stories have made it 
possible for Macfadden magazines to help 
them live their lives—be better Americans— 
and better customers. 


Macfadden’s influence on Wage Earners 
spreads out even beyond the confines of cir- 
culation and readership... for Macfadden 
coverage is magazine-type coverage. It does 
what all magazines have always done in every 
other stratum. It selects out of the 16 million 
family Wage Earner market those who have 
more, do more, lead and influence more than 
the average Wage Earner family. 


This is why—when you put your ads in 
Macfadden magazines—that what you say 
has a better chance of getting across— 
getting action. 


1 MILLIONS 


FOR 24 YEARS 


FAVORITE MAGAZINES 
aK 4 s a as. 


THE WAGE EARNERS’ 


titel 


a 
The MACFADDEN MILLIONS 


Sele Clerotd TO: 


1. 5,010,000 loyal, interested net paid families. 

2. The largest single slice of the powerful Wage Earner market. 
3. 16 out of every 100 U. S. families. 

4. 21 of every 100 urban families. 


5. 24 of every 100 families in the 97 markets accounting for 
65% of retail sales. 


(All these coverage figures noted in the above points may 
double** through “‘pass-on’’). 


The MACFADDEN MILLIONS offers you: 


6. Coverage comparable to radio. 
7. Coverage comparable to local newspapers. 


8. Coverage that follows city-by-city payroll shifts with the 
largest issue by issue newsstand volume of any publisher. 


9. Brand and package identity. 


10. The friendship of millions of Wage Earner families where 
Macfadden publications have been welcome friends for 
more than 24 years. 


**Surveys indicate that monthly mag- 
azines average to reach 244 homes per 
copy sold. Discounting the “44” for 
Macfadden Millions possible inter- 
duplication, would mean that the actual 
coverage of Macfadden Millions may 


approach twice the figure of 5 million, 
10 thousand average net paid for the 
last four quarters (as reported to A. 
B. C.). Thus, total families ultimately 
reached would become 10 million, 20 
thousand per month. 


ere: 
THE WAGE EARNER 
MAGAZINE READING 
FAMILIES IN AMERICA 
AT $8,550 PER PAGE 
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NAEA Group 
to Make Retail 
Radio Survey 


ror, Altoona, Pa.; Charles H. Con- 
land, Hartford Courant; William H. 


| Moore, Detroit News; C. E. McKit- 


| trick, Chicago Tribune; J. Frank 
| Duffy, Gannett Newspapers; H. F. 
‘Failing, Oregon Journal, Portland; 
jand Samuel G. Howard, Minne- 


New York, July 21.—Personnel of | apolis Star Journal and Tribune. 


the committee authorized by 
Newspaper Advertising Executives 
Association to study selling plans 
of competing media in the retail 
field has been announced by H. H. 
MacLean, chairman of the NAEA 
retail promotion committee and 
manager of the retail stores di- 
vision of the Scripps - Howard 
Newspapers. 

Members of the committee, which 
will pay particular attention to the 
competitive efforts of radio in the 
retail field are, in addition to Mr. 
MacLean, Robert K. Drew, Mil- 
waukee Journal; Victor Merson, 
Repository, Canton, O.; J. T. Gris- 
com, Nashville Banner and Ten- 
nessean; Walter Pfaffenberger, Los 
Angeles Times; F. G. Pearce, Mir- 


for circulation analysis that shows how 
The TOOL & DIE JOURNAL covers the 
Cycle of Buying Influence in 13,000 in- 
dustrial plants. Address: 2462 Fair- 
mount Bivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


the | 


A retail radio advertising ques- 
tionnaire has been sent out by the 
committee to NAEA members ask- 
ing information as to the type of 
competition in the retail advertising 
field. 

Questions asked are: 

“1. How many radio stations 
operate in your city? Please list 
each station’s call letter and wat- 
tage and network. 


your town are using radio advertis- 
ing at the present time? List each 
| account by type of store and indi- 
cate the amount of time each uses 


weekly. List department stores, 
chain general merchandise stores, 
such as Sears, Wards, and large 


specialty stores such as grocery, 
drug, furniture, apparel, etc. Do 
not list ‘spot’ users — only large 
accounts. Give store, time used 
weekly, approximate cost, and does 
store own interest in station? 

“3. How many department 
stores have used radio but have dis- 
continued its use? (Please name 
store and give the reason why they 
stopped.) 


who are now using radio charge 
this form of advertising expendi- 
ture? Against general store fund 
or against specific department. If 
both, please explain. 


“5. Please outline any specific 


|tions. Could these promotions have 
| been more successful in 
| papers?” 


| iit te 
| KNX Promotes Brownfield 


Lloyd Brownfield, 


“2. How many retail stores in| 


“4. How do department stores | 


cases where department stores have | 
| had success stories on radio promo- | 


news- | 


| 
| 
| 
i 
| 


formerly as- | 


| sistant press chief of Station KNX | 
and the Columbia Pacific Network, | 


' Hollywood, 


has been named direc- | 


| tor of press information for the sta- | 


; tion, succeeding Andy Kelly, who 
_ has resigned to become manager of 


|the West Coast office of Tom Fiz- | 


dale, Inc. 
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soap is essential 


. . . and national advertisers know that Dell Detective Group 


reaches the most essential buying market . . . the wage earners 


making nearly 34 of the national income. 


FIRST in circulation 
FIRST in advertising linage 
FIRST in the fact detective field 


‘DELL DETECTIVE GROUP: 


Sells pay ig agar 2 te 


Getting Personal 


Melvin Brorby, v.p. of Needham, Louis & Brorby, Chicago, told 
students of the NBC-Northwestern University Summer Radio Institute 
that in preparing radio commercials the agency always tries to identify 
the ad message with the listeners’ interest at the moment, adding that 
the best commercial radio writing is based on understatement. . . 


Geo. H. Schiesser, recently named time buyer in the radio dept. of 
Erwin, Wasey & Co., N. Y., served overseas as a sergeant in World 
Wer t... 

Over at Campbell-Ewald Co., N. Y., T. Parkhay, supervisor on the 
Eastern Airlines acct. takes a lot of good natured ribbing. It seems 
that Parkhay, who can call Eddie Rickenbacker “Eddie,” just can’t get 
a seat on any of the Eastern planes whenever necessary to make a trip. 
So he rides the Pennsylvania R. R. . . 


Lt. Stephen P. Bell, USA, former copywriter with Ruthrauff & 
Ryan, and Jean Gordon Balch, will soon say “I do.” . . It was easy for 
Bernard Dudley, 26-year old commentator on the Philharmonic pro- 
gram on CBS (U.S. Rubber) to hurdle the bumps and zoom to the top, 
according to Joe Bond of Campbell-Ewald Co. Joe says the lad was 
a professional skier before coming to radio. . . 


Carl J. Fleming Jr., asst. research director of Pedlar & Ryan, is a 
true son of Harvard. A graduate of Harvard University and Harvard 
Graduate School of Business Administration, he is a member of the 
Harvard Club, and was recently married in Harvard Memorial Church. 
The bride, Madeline Williamson, is with the John Robert Powers or- 
ganization. They are honeymooning in the Adirondacks. . . 


Col. Luther L. Hill, station manager of KSO and KRNT and v.p. 
of Iowa Broadcasting Co., is chief of staff of the 5th district, Army air 
forces technical training command. He recently received notification 
of*his promotion from Lt. Col. to the rank of Colonel. . . 

Carl G. Suber, acct. exec. with J. M. Mathes, Inc., on the Prestone 
account, is vacationing. . 

George J. Hecht, publ. of Parents’ Magazine, has been reelected secy. 
of the Welfare Council of New York City, of which he’s the founder. 
Mr. Hecht is also secy. of the 
Greater New York Fund... Lt. 
Samuel Westheimer, partner in 


TAR AND FEATHERS 


Westheimer & Co., St. Louis 
agency, is now stationed in New 
Orleans. . . 

Niles Trammell, NBC presi- 


dent, has returned from a fishing 
trip in Quebec. A 20-pound sal- 
mon he sent to Harry Kopf, NBC 
v.p. and g.m., central division, 
provided the entree at a lunch- 
eon given by Mr. Kopf at Chi- 
cago’s Tavern Club. . . George 
Morrell, publicity dir. of John 
Morrell & Co., Ottumwa, Ia., has 
been named county chairman of 
the Committee for Economic De- 
velopment. 

Harper & Bro. has published a 
working manual of “Consumer 
and Opinion Research,” by Al- 
bert B. Blankenship, dir. of mar- 
ket research, N. W. Ayer & Son. 

. President of the Twin Cities 
Control of the Controllers Insti- 
tute of America is the title ac- 
quired recently by E. C. Peter- 


Tarring 1,500 square feet of chicken coop 
roof was some of the fun Charles Ter- 


williger Jr., promotion manager, Mac- 
fadden Women's Group, had on his va- 
cation. He's shown here, left, with his 
host, Prof. R. S. Emerson of the radio 


son, assist. secy. of Brown & department, New York University, at the 
Bigelow, St. Paul. . . latter's Old Star Tavern Farm, Cox's 
For the second year Bill Crock, Ky. 


Moshier, dir. of agriculture and 
public affairs of Station KIRO, Seattle, has been placed in charge of 
radio promotion for farm labor recruitment for the State of Washing- 
ton. .. P. Wayne Jackson, adv. art and copy dir. of the Chicago Sun, 
who has been spending his spare time for the past 18 months studying 
Judo, first aid and police administration, has been elected commander 
of the Park Ridge Auxiliary Police Corps in his home bailiwick. . . 

People over at the Young & Rubicam agency, New York, got a first- 
hand account of the sinking of the U. S. aircraft carrier Hornet when 
Lt. T. J. Smith, former staff director dropped in and told of his hair- 
raising experiences. . . The Coast Guard had to catch Chester Bowles 
of B&B on the high seas to make OPA’s offer of general manager. . . 

Friends of Lois D. Elliman, formerly in the production and radio 
dept. of Y&R, now an American Red Cross staff assistant, will be glad 
to know she arrived safe and sound in Australia. . . 


Justin F. Barbour, who pioneered in the establishment of advertis- 
ing rate services with Barbour’s Rate Sheets, and who has been in the 
investment business in recent years, has joined the Boston office of 
H. C. Wainwright & Co... 

At its final meeting of the year, the New York chapter of the Spe- 
cial Libraries Association elected Eva Trachsel, librarian in the adver- 
tising department, Curtis Publishing Company, president for the year 
1943-44... 

Ralph Weinbaum, v.p. of Grey Ad. Agency, New York, dons the 
harness today after vacationing... 

Two members of Franklin Bruck Adv. 
fathers within 20 minutes of each other. Jules Nathan, research and 
media director, greeted a daughter, and so did Mort Heineman, on 
leave from the agency to the OWI. Both newcomers are named 
Nancy... 

Pvt. Charles Lilienfeld, who was adv. mgr. of National Tea Co., Chi- 
cago, before the Marines got him, is now located in Washington, work- 
ing on The Leatherneck, official monthly of the corps. . . 

A. E. Joscelyn, gen. mgr. of WCCO, Minneapolis, 
director of the Better Business Bureau. . 
WBTM, Danville, Va., has been appointed a representative of the 
Treasury Dept. war bond staff for the state of Va... 

The August issue of Esquire carries an article titled, “Reporter to 
the Nation,” meaning Paul White, CBS director of news broadcasts and 
public affairs. . . 

Lunsford P. Yandell, v.p. of the Blue Network, who recently re- 
turned to New York after a 10-month stay in England, where he as- 
sisted in organization of Red Cross activities for U. S. troops, was 
guest of honor at a luncheon at the St. Regis Hotel, with Mark Woods, 
Blue president, as host. Department heads and their assistants at- 
tended. .. 


Corp., New York, became 


has been elected a 
. R. Sanford Guyer, mgr. of 
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James Rogers 
Named Assistani 
Director of OWI | 
Washington, D. C., July 2) 


James G. Rogers, who left his pog 
as vice-president and general map. 
ager of Benton & Bowles to join the 
domestic branch of the Office of 
War Information in January, has 
been appointed an assistant direc. 
tor of the domestic branch. 

After becoming associated with 
the agency, Mr. Rogers became one 
of the six deputies of Gardner 
Cowles Jr., then director of OWy]’s 
domestic branch. In Mr. Rogers’ 
particular bailiwick was liaison 
with the Treasury Department, and 
he supervised OWI’s participation 
in the epic Second War Loan drive 
this spring. 

Mr. Rogers takes the place of 
William B. Lewis, former vice. 
president of the Columbia Broad- 
casting System, who resigned in 
June as assistant director of the 
domestic branch. 


Joins ‘Newsweek’ 


Homer L. Andrews, formerly di- 
rector of research and media for 
Ketchum, McLeod & Grove, Pitts- 
burgh, has joined the advertising 
sales staff of Newsweek. Mr. An- 
drews will work out of the Cleve- 
land office. 


WILL YOUR PRODUCT 


 Aauat 


’ 
A HOUSE? 


AYBE not, but 
M those manufacturers 
who make hoods, goggles, 
work clothing, welding 
helmets, ete., not for looks. 
but for industrial health 
and safety, have tapped a 


rich new field. 


Maybe 


doesn’t make this type of 


your company 


| e . . 
| equipment but it is sur- 


prising the number of 
which 


products can be 


| adapted very easily for 
employee welfare. This 
vast industrial field is new 
| because management is 
| today responsible by law 
| for the health of its work- 
ers and is financially inter- 
ested in anything that will 
help to keep employees 
safe and well. Let us tell 
you more about this field 
for the 


—if not present 


market, then for the days 


ahead. 


OCCUPATIONA 
HAZARDS 


Industrial Welfare Field | 
812 HURON RD. » CLEVELAND, 
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Advertising Age, July 26, 1943 
PROMISES QUALITY 
~ AVital Message 
To All Shoe Buyers 


FROM THE 


International Shoe Company 


International Shoe Co., St. Louis, will 

not lower its product standards but will 

provide “satisfactory shoe mileage,” it 

promised consumers last week in a spe- 
cial message in newspapers. 


Int'l. Shoe Tells 
Special Quality 


Message in Ads 


St. Louis, Mo., July 21. — To 
counteract mounting confusion over 
the quality of wartime shoes, Inter- 


Fees Bis 2 Fae 
- ton ie ed rat cr, + 
beats ae — Pints : 
Pe at aay ake a A ie 


facture shoes that will give full! Shoe Retailers Association. He told 
value for the dollar and “satisfac- | the Dallas News that “there are to- 


national Shoe Company this week 
issued a special message to consum- | 
ers, Via newspapers, and told a sim- | 
ilar story of unwavering quality 
production to the trade in business | 
papers. 

Full-page copy in 53 dailies, as | 
well as in 60 smaller newspapers in 
cities where the company operates 
plants and tanneries, explained 
that despite heavy demand from 
the armed forces, there is still a 
sufficient quantity of serviceable 
shoe material to meet essential ci- 
vilian’ requirements. 

The company emphasizes that it 
and other manufacturers could 
make more shoes than they do now 
if they were willing to disregard 
quality—“but quality is the essence 
of this message, and this company 

determined not to use present 
conditions as an excuse for lower- 
ing the moral standards of its prod- 
uct—standards maintained for more 
than 40 years.” 

International takes exception to 
a number of recent statements 
which it blames for the confusion, 
such as “quality has gone to war,” 
“all shoes—regardless of price—are 
just alike today,” and “the govern- 
ment has taken all good soles.” | 
None of these is true, it contends, 


but all are damaging to manufac- 
turers and the retail trade. 

Besides telling its quality message | 
in three fimancial papers and a list 
of 11 trade publications, Interna- 
tional Shoe sent copies to each of 
ts 40,000 dealers in the country | 
explaining that it intends to manu- | 


Blow-ups in various forms and 


portunists who will take advantage 


tory shoe mileage” to the buyer.| day, as always, certain types of op- | 


mats for local tie-ups by dealers 
also are being provided by the com- 
pany. 

In its letter to dealers, the com- 
pany explained that because “so 
many confusing statements have 
been made as to the quality of shoes 
under existing wartime conditions, 
the company has attempted to 
clarify the situation with the con- 
sumer so far as our shoes and the 
shoes of other quality manufactur- 
ers are concerned.” 

The letter also says that the rea- 
son the company is supplying deal- 
ers On a quota basis this year is its 
determination not to lower product 
standards. “If we had been willing 


to make more shoes out of any kind | 
of materials, we could have made 


many more pairs,” it explained, 
“but they would not have been the 
kind ef shoes on which you and we 
have built our business.” 


The special advertisement drew | 
immediate praise from Harold F. | 


Volk, Dallas department store op- 
erator and president of the National 


| of 


| be sure their customers, the retail- 


the present situation. Where 
these are manufacturers, you may | 
ers, will put them down in their 
little black books for future refer- | 
ence. Where the offenders are re- 
tailers, their customers, the public, 
will see that they also suffer in the 
long run.” 

He called attention to the obser- | 
vation by the shoe industry’s task 
force committee that instances 
where advantage is taken of the 
war situation through substitutions 
of inferior materials are present in | 
only a very small percentage of 
over-all production and operations. 

Officials of the company decided 
to use advertising space because of | 
the extreme importance they at-| 
tach to the message, which could 
have been released in_ straight | 
|“*news” form to dailies. The adver- 
tisement was a one-shot affair and 
there are no present plans to follow 
up with the same theme. 
| Henri, Hurst & McDonald, Chi- | 
| cago, handles the account. 


|dealers throughout the country im- 


| ric 


Rubber has been furnishing retail- 
-ers with a wide variety of material 
_to help explain wartime shortages. | 


19 


|through dramatic war illustrations, 
| how rubber is being used for vital 
war products and why it is not now 
available for Keds, Kedettes and 
Gaytees. A poster with the caption, 
i\“Where your Keds have. gone,” 
pictures a gripping close-up of a 
jungle fighter in action, wearing the 
special jungle boots developed by 
the company and the Army Quar- 
portant selling information on fab-|termaster Corps for wear in tropi- 
rubber-soled shoes in its new | cal fighting areas. 
booklet, “War Time Facts,” which | 
is now being distributed through 
the branch selling offices of the 
company. 
Offer Practical Hints 

Many practical hints on selling | 
and fitting wartime footwear are of- | 
fered retail sales people, and the 
brochure also contains’ valuable | 
facts they can pass on to customers | 
on conserving the _ rubber-soled | 
shoes they have or may be able to! 
buy. Since Pearl Harbor, U. S.| 


U.S. Rubber 
Tells How to Sell 
Wartime Footwear 


York, July 21.—The foot- 
division of United States 
Company is bringing to 


New 
wear 
Rubber 


THE MAGAZINE 


MOST WANTED 
BY HEADS OF BUSINESS 


Choose the 


Leader... 


A series of colorful posters now 
being mailed will show customers, 


* 
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one-third of 
a postage stamp 


ALL YOU NEED to demonstrate the economy of radio 


as an advertising medium is a three-cent postage 


stamp. Simply tear it in thirds and contemplate the 


piece that falls to your desk. 


That scrap represents one penny. Do you realize 


how few pennies it takes to reach people through net- 


work radio? 


oa°O°oOU.F 


a 
A>>s er - 


hour on Mutual. The 209-station Mutual Network 
serves 83% of all U.S. radio families with regular, 
primary coverage —25,400,000 homes at a net cost 
of $6,284 per evening half-hour. There’s the potential 
economy of Mutual in terms of your penny. 

As for actual audiences delivered by Mutual, one 
client reports that he reaches listeners with a half- 
hour program one night a week at the rate of 195 
pennies per 1,000 families. And another sponsor, 
with a quarter-hour three evenings a week, tells us 


his costs average only 112 pennies per 1,000 homes! 


* * * 


Now suppose you reassemble that postage stamp and 


For 25 pennies, your message could be heard 
in more than 1,000 homes during an evening half- 


THE MUTUAL 


BROADCASTING 


write us a note. We'll be glad to tell you how much your 


pennies can produce on this network. 
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John Cowles Resigns 
Lend-Lease Post 


John Cowles, special assistant to | 
E. R. Stettinius Jr., Lend-Lease 
Administrator, has resigned to re- 
turn to his post as president of the 


Minneapolis Star Journal and| 
Tribune. 
Mr. Cowles joined the Lend- | 


Lease organization in January, and | 
went to North Africa and England | 
last spring on a Lend-Lease survey. | 


| 


FIGURES OF TEN LIE 


But we have some reliable 
statistics in our July 8,| 
1943, "Facts and Figures 
Issue." Eighteen pages of 
figures relating to the trac- 
tor-farm-equipment trade 
in this 120 page paper. 
Singlecopy 25 cents. 
Stamps may be sent. 


Farm Implement News 
432 Plymouth Court, Chicago 5, Ill. 


Comm. Craven Is 
Star Witness at 


7, he said, he was taken aside by 
Mr. Fly, who told him that he had | 
been told Mr. Craven was cooper-| 


ating with the committee. 


Reports Conversation 


“Mr. Fly said that he had no de- 
sire to tell me what I should do,” he 
said. “He only wanted me to know | 
that he and the President regarded | 
las important to the welfare of the 
‘country the preservation of the se-| 


FCC Hearing 


Says Armed Services 


/hearing by the committee’s counsel, 


vealing secret information. On July|asserted that lack of spirit on the} 


part of the other commissioners | 
made this possible. 


Foreign Broadcast Is Hub 


The main controversy, however, | 
continued to swirl around the for-| 


|eign broadcast intelligence section 


of FCC. It is this section which was | 
coveted by Army and Navy, accord- 
ing to letters presented at the first 


Eugene L. Garey. 


Advertising Age, July 26, \943 


SUPER ZIPPER 


Don’ curity of confidential and secret} Charges were made earlier this 
- t Seek Control of matters. I told Mr. Fly that I 0} that the foreign broadcast 
Civil Communications /not want to be held in contempt of | section duplicates the work done by 
|Congress and that I had nothing to|the Office of War Information and} 
Washington, D. C., July 21.—To| conceal.” by the armed services. The FCC} 
the hot, listless air of summertime| Mr. Craven has been a frequent|section takes the dispatches as they | 
Washington, the tedious hearings of | dissenter from majority opinions of |\come in from abroad, analyzes and 
e House committee investigating| the FCC. Before Mr. Fly’s appoint-| interprets them in light of previous | 
the Federal Communications Com-|ment as chairman of the communi-| news, digests them and sends them | 
mission seemed fitting this week. In|cations governing body, it was|out to a number of interested gov-| 
a hot, sparsely-populated hearing| thought that Mr. Craven might be|ernment agencies. In rebuttal, the | 
room, the Congressional panel lis-| named chairman. |FCC this week released four letters 
tened to more testimony. In the two days of questioning,| and cablegrams which showed (1) 
The fury and clashes which dis-|so far, Mr. Craven made clear that} that on Nov. 19, 1942, the American | 
tinguished earlier hearings were|he speaks only for himself, not his} Army had requested FCC aid in 
notably absent. FCC officials and|colleagues of the commission. A|monitoring from North Africa; (2) 
executives of the radio industry and|former lieutenant-commander in|that Maj. Gen. George V. Strong, | 
the National Association of Broad-|the Navy, he said flatly that Mr.|assistant chief of staff G-2, had/| 
casters were still in attendance, but | Fly’s charge that the services might written a letter to Mr. Fly on Dec. | a 
their presence was more of a neces-| intend to control civil communica-| 21, 1942, saying: “We strongly rec- | 
sary vigil than an eager audience. | tions was false. On the second day, | ommend that the service’s coverage | 
One of the committee’s star wit-| he read a detailed memorandum|be extended, as proposed, at the) 
nesses was Commissioner T. A. M.| which he had sent to the commis- ‘earliest possible date”; that Wallace 
Craven. He told the committee he/sioners in 1938, taking sharp issue|Carroll, OWI, London, had sum- 
was willing to testify, but revealed| with Mr. Fly. He also testified that | marized a letter from Gen. Eisen- 
that he had been warned by FCC) Mr, Fly had usurped many of the} hower, requesting prompt advice as 
Chairman James L. Fly against re-| functions of the commissioners, and ‘to when FCC personnel would leave 


No Place for a Strip Tease! 


we ignale the enemys em wtih many ater Windy off fasteners 


“40nd the tag bo. 


Divhiten of The Spool Caste Company, 749 Fifth Avenue, New York NY. 


This is the initial full-page insertion of 4 
new campaign appearing in busines; 
papers by Crown Zipper division of 
Spool Cotton Co. A panel headed "A 
Military Secret," tells of an amazing new 
| zipper which will be available after the 
war. The advertisement is also scheduled 


Tae VOICE 


Some V-mail dropped on our desk the other day. It had 
winged its way across the wide, wet Pacific to tell us 
how a familiar voice had warmed the hearts of a hand- 
ful of American soldiers ’way out there. Coming off 
duty in the tropical evening, one of them had, quite by 
accident, tuned-in a Westinghouse station from a magic 


place called Home. In 


in a crowd ... it had cheered him greatly, and he sat 
down and wrote us about it. It might not happen again 


| for Life and Newsweek. Kenyon & Eck. 
hardt is the agency. 


for North Africa. 

The best guess seemed to be that 
the hearings might drag on inter- 
minably, but that the startling 
blasts—from the committee at least 
—had been delivered. 


| Joins Nebraska Clothing 


‘is 
off 


ee Re € ta et 
eka VE J. Craig Clark has been named 
Be Se iy advertising manager of Nebraska 
prank nt ry Clothing Company, Omaha, suc- 
ee ceeding Louis Leppke, resigned 


Mr. Craig has been assistant adver- 

| tising manager and stylist at Weber 
& Heilbroner’s men’s store, New 
York, for the past two years. 


i 


THE BOYS AND 
GIRLS GROU 


¥ 


FROM HOME 


. what with weather and other conditions. 
That station and its sister stations in the Westinghouse 
group were not meant to reach so far on the regular 
bands. But each of them is a power in its own territory. 
No finer programs float through the air anywhere .. . 
no finer opportunities for firms with things to sell. 
When that soldier and his buddies come back, they 
will hear even better programs; for improvement is a 


ina month.. 


P aie: : 
es) * 


= : 4 
BOYS AND GIRLS GRO 
TRUE COMICS = 400,000 


a mood to meditate . . . lonesome 


Westinghouse watchword, if not a fetish. REAL HEROES we ——— — 3004 
S TRUE AVIATION PICTURE- __ 
STORIES* 7 
FUNNY BOOK —— 
WESTINGHOUSE RADIO STATIONS Inc Wearly average circulation guarant 
' € “Editorial content about 1/3 


THE PARENTS’ INSTITUTE, 


52 Vanderbilt Ave.. New York 17,.N 


wy WOWO + WGL* WBZ + WBZA + KYW* KDKA 
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WHAT BETTER ANSWER than Mr. Kaiser's inspiring words to the graduating class 
of Washington State College . 

“Our tools and machines are wearing out; our substance is being consumed ; our 
transportation system creaks and groans; our highways are inadequte ; our people 
lack safe and comfortable housing, perhaps by millions of units. There is demand 
enough in sight to keep every productive force in America working to capacity 
for 25 years.” 


May we shake your hand on that, Mr. Kaiser. 


The building of the new America is going to be done by courageous, venturesome 
men. Men who are “‘self-starters.”’ 


The job is going to be done by lots of men in lots of ways . . . some great, some 
seemingly small. By the man who pours a concrete ship in three days. By the man 
who designs a portable radio to fit your hip pocket. By the man who discovers a 
way to simplify so prosaic a product as a door lock. 


The job is going to be done by men quick to visualize all that these new develop- 
ments portend . . . to adapt them to other products and businesses . . . for more 
jobs and better living for more people. Men whose vision and enthusiasm will 
make them missionaries for the new. 


Pacemaker Henry J. Kaiser with a 14-foot model of one of his famous Liberty ships 


“Will it be Jobs or Apples, Mr. Kaiser ?” 


Ab 
i hope that you are one of those who'll see to it that 
none of us will be sellin g apples on the street when this 


war is won,” the young soldier said to Henry Kaiser. 


And where do you find such men? 


This news-picture magazine of science and industry, POPULAR SCIENCE Monthly, 
serves 700,000 of them 


come are presidents. Some are engineers. Some are electri 
welders. For all we know one of them may be Henry Kaiser. 


Their common denominator is not title nor income nor any of the conventional 
yardsticks. It is a state of mind. Whether they're established leaders, or young men 
on-the-way-up, they have a mental-mechanical-inquisitiveness that makes them 
want to know how things work. 


They're tomorrow's pacemakers . . . and if you, or your product, or your company 
plan on having a hand in that tomorrow, you'd better start talking to them today. 


FACLMLR HOR POSTMARK 


THE NEWS PICTURE MAGAZINE OF SCIENCE AND INOUSTRY 
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‘AMA Journal’ |s 


Huge Enterprise, 
Figures Reveal 


Advertising Tops 
Million Mark for 
First Time in 1942 


Chicago, July 23.—Published op- 
erating figures on the Journal of the 
American Medical Association, the 
largest publication of its kind in 
the world, showing net earnings in 
1939 of $706,803, created a mild sen- 
sation in advertising and publishing 
circles hereabout, and indicated the 
remarkable scope of the associa- 
tion’s operations. 

The figures were published re- 
cently in connection with hearings 
to determine whether the associa- 
tion must pay the Illinois unem- 
ployment tax. The board of review 
of the state division of unemploy- 
ment compensation has ruled that 
the tax must be paid, but this de- 
cision will be subject to review in 
the state courts. The association 
contends that it is devoted exclu- 
sively to scientific and educational 
purposes, and as such is not subject 
to the tax. 

The proceedings have put the ex.s 
tensive publishing operations of the 
AMA in the limelight, however, by 
indicating the size of the organiza- 
tion and the extent of the business 
done. There are 650 employes, 
many of them printers, 
gross earnings of the Journal alone 
for 1939, the period under review in 
the unemployment case, were $1,- 
700,854. Of this total $908,791 
consisted of advertising revenue. 
Subscriptions and income from fel- 
lowships amounted to $751,882. 


Operating Expense Near Million 


“Net earnings,” as indicated by 
the association’s conservative ac- 
counting methods, represent a de- 
duction from gross of direct me- 
chanical and editorial expenses, but 
without allowance for the opera- 
tion of the various councils 
other 
the success of the Journal. 


and the/}** ; 
|cine and Archives of Surgery, and 


| 


and | AMA Directory, regarded as the of- 
services which contribute to | ficial list of licensed medical men, 
Deduc-|as well as of medical schools, ap- | 


|list of AMA publications, while for 


ducting all expenses, amounted to 
$330,415, so that the total assets of 
the association are now $5,030,178, 
of which $2,662,605 consists of in- 
vested and uninvested funds. Land, 
buildings and printing equipment | 
are carried at $2,074,807, of which | 
over half a million is invested in 
printing machinery and equipment. 

Printing equipment includes six 
rotary presses, with three color 
units, and fourteen flat beds. The 
Journal and Hygeia are rotary press 
jobs. The association has its own 
paper warehouse. 


Statements Made Public 


Operations of the association and 
its publications are not a secret, as 
the annual statements, including 
advertising revenue from the Jour- 
nal, are published in the magazine 
each year and later reprinted for 
distribution to all who have a legi- 
timate interest in the subject. 

The association, which has some- 
times been attacked as a “medical 
trust,” is a powerful organization, 
representing the great majority of. 
the active practitioners of medicine | 
in the United States. While there | 
are 180,000 licensed physicians, a | 
considerable percentage of them are 
retired. The current circulation of 
the Journal, which likewise repre- 
sents approximately the member- | 
ship of the association, is over 105,- | 
000, or a healthy percentage of the | 
total number of recognized doctors” 
of medicine in the country. 

The Journal has the largest paid 
circulation and carries the greatest 
volume of advertising of any medi- 
cal journal published, but it is only 
one of the numerous publications 
issued by the association. It also 
publishes nine specialized journals, 
such as Archives of Internal Medi- 


in addition issues Hygeia, which is 
intended for popular consumption 
and discusses health topics. While 
long operated as an _ educational 
contribution to understanding of 
personal and public health prob- 
lems, it is now in the black, with | 
a circulation of around 125,000. 


Adds “War Medicine” 


War Medicine, started in January, 
1941, has also been added to the | 


many years it has published the 


tions of this character amounting to | proved hospitals, etc. 


$689,937 left a net income for the 
association in 1939 of $114,799. 


Direct operating expenses of the|through its 


Journal for 1939 totaled $1,066,479, 
amounting to $31,461. After 
ducting the proportion of overhead 
expenses charged to other publica- 
tions and departments, 
to $103,910, the total operating ex- | 
penses of the Journal are listed at 
$994,031. 

The Journal passed the million 
mark in advertising revenue for the 
first time last year, the report for 
1942 showing income from that 
source of $1,036,572, with a total 
income of $1,880,136, and net earn- 
ings calculated at $771,644. Net in- 
come for the association, after de- 


The association has 
contacts with 


numerous 
advertisers both 
publications and 


| through the Council on Foods and 
with depreciation and other charges | Nutrition and other bureaus which 


de-|examine and approve products for 


advertising in the association publi- 
cations. Because of the impor- 


amounting | tance of medical acceptance, numer- 


|@us manufacturers submit both 


|their products and advertising copy 


to the association for approval be- 
fore undertaking marketing Opera- 
tions. Nearly 150 products have 
been approved by the Council on 
Food and Nutrition alone. 

Dr. Olin West is secretary and 
general manager of the association, 
and Dr. Morris Fishbein, militant 
editor-in-chief of all association 


{ COLOR CONTROL | 


he st. 
Retouch or 


finished plates later. 


Your plate 


COpyS Is right. 


837 N. Fairfax 


Be certain of a skillfully controlled blending of tones... 
give vour plate-maker a fine Chromart Print as copy. For 


airbrush the Chromart Print if desired. Get 
it fully okaved to eliminate quality-robbing changes on the 


maker can do his finest work only 
Priced from *44. 


PHOTOCHROME | 


ARTCOPY PRINTS FROM KOBACHROME 


for KODACHROME 


Too often Kodachrome reproduces in harsh, garish colors 
that scarcely look photographie. 


t vears we have been making Chromarts from Koda 
chromes sent us by top-notch agencies, advertisers. 

Our process vields a superb full-color image on paper that 
retains, in flat copy, the life-like qualities of the film | 
transparency! With flat copy, your plate-maker is at his 


when the | 


Write! 


Hollywood 46, Calif. | 


publications, 
vertisers, and has made many ad-| 


business associations regarding the | 
| medical point of view on advertised | picture of distribution. 
Probably the best known | commission to advertising agencies 
member of the organization from|on general advertising, but not on 
the standpoint of the advertising | medical business. 
is Will oe 
oe no el the association and its Heads Detroit Office 

Mr. Braun has been with the as- 
sociation for 52 years, and has seen 
the Journal grow from a circula- 
tion of 3,200 in 1891 to its present 
impressive figure. 
been in charge of the manufactur- 
ers’ exhibits which were a big fea- 
ture of annual association meetings 
prior to the war, as well as contact- 
ing advertisers 
Journal and the other association | Detroit 
publications. 

The Journal is one of the few| lines. 


before 


C. Braun, business 


cated in the Book Tower. 


in behalf of the 


It pays a 


Howard O. Ward, for ten years 
director of advertising and sales 
promotion of the Chrysler Export 
_Corporation, and more recently ad- 
He has also! vertising manager of the Hudson 
Motor Car Company, has been ap- 
pointed manager of the new Detroit 
office of Beaumont & Hohman, lo- 
Among 
accounts to be serviced from the 
office are Graham-Paige/vision of Federal 
Motor Corporation and Greyhound | Agency, 
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is well known to ad-| major publications of the country | gins am : 
é | which is not a member of the ABC, Be New C paign 


advertising and|but its statement of circulation is 
generally accepted as an accurate 


A new advertising campaign {,) 
National Distillers’ Old Overho}; 
bottled-in-bond rye whisky wi! 
launched early in August in 
tional weekly magazines. The 
reverts to earlier campaigns fo; the 
brand, built around  venerabje 
Pennsylvania taverns in which the 
133-year-old whisky has been 
served, and looks forward to 
time when the sixth victory at arm, 
can be toasted in the same {ine 
whisky. Arthur Kudner, Inc., Ney 
York, is the agency. 


Mrs. Carson Named V. P. 


Mrs. L. E. Carson, account execy- 
tive in charge of the women’s di- 
Advert ng 
New York, has been 
elected a vice-president. 


the best farm families prefer Suc 


When the directors of School District No. 8 hold 
their monthly meetings, you'll see the heads involun- 
tarily turn to one man before a final decision is made. 
His voice, his opinion count most. 

For it is farmers like him whose farms are most 
productive... who own the most tractors, telephones, 
automobiles... whose harvest is always more certain 
and more abundant. You'll find, too, that invariably 
he is a Successful Farming subscriber—emphatically 
prefers it to all other farm magazines. 

To these leaders, Successful Farming is not only a 
magazine to read... it is a magazine to live by. It 
has been made so by the farm families who have 
known and trusted it for more than 40 years. It has 
been accepted by them—as no other farm magazine 
has been accepted—because its words spring from 
the very soil which is home to its readers . . . because 
the ideals it fosters are their ideals... because the 
advice and help which it offers them apply to their 
region—their problems—their way of thinking and 
working. Meredith Publishing Company, Des Moines, 
lowa. 
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JCCESSFUL FARMING Subscribers 


—_ 


differences ... revealed by a special tabulation by the 


U.S. BUREAU of the CENSUS 


Number of Farm Homes Lighted by Electricity (per 1000 Farms) 


Neighbors (Non-subscribers) 477 
Heart States plus N. Y. & Pa. 416 
EE RNR 
SIGNIFICANCE: 
. Successful Farming Subscribers are BEST... in their COMMUNITIES ... REGION... NATION 
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eee Dick ce Want ECs 


1943 
Advertising Age, July 26, 1943 - 
ot illi sary than ever that drug and pro-| ganization, presented other aspects| technical director of McKesson’s 
vot f 2 Million Dollar prietary | a. sects | techaies ° sson's WARTIME PLEA _ 


advertising provide more|of sales promotion. Bridgeport laboratories. — 
"a genuine information to the con-| Plans for “Wartime Health Week” | —————— 
e Budget Sparks sumer, Mr. Tarcher said that Mc-| were presented by Dan Rennick, Reduces Ad Rates for NEEDED AT ONCE! 
the “ Kesson plans, in its newspaper,| editorial director of Drug Topics. | ‘ . 
abs cKesson Drive Magazine and radio advertising, to| The “week” is scheduled to open Boys & Girls Group 
le 


help maintain public health by| Oct. 1 and will be devoted to pro- P; ? tj , has 
= Bridgeport, Conn., July 20.—A| publishing factual, informative} motion of the drug store as the sania dincuntined poe Magee - 45 000 000 BOT TLES 
ren $2,000,000 appropriation for the| copy. |most convenient source for public ’ ’ 


oa : : , . : . creased the circulati é 
current year spearheads the vigor- The meeting was opened by W. E.| health information. Advertising | for ite Boys a we ag A geno 
ms sly increased advertising and pro-| Dewell. vice-presid in char . = ys ane Wills up, com . : 
r ously in ed a g p ewell, vice-president in charge of | will set rules for public health from | prising five magazines. The adver- Milk bottles—Beer botties—Soft drink bottles 
‘ine motional activities of McKesson &| th ‘ i ivisi sho | ‘ bn Silas | ns age Se © acve 
ny motion oO e manufacturing division, who} the government Public Health Serv- | ticin rate has been decreased f 
yew bins, J. D. Tarcher, president of | i d . | j ng ve , SSG SOI 
Robbins, PP ent of | introduced George Van Gorder, | ice. $1,850 to $1,750 for a four-color | 
j. D, Tarcher & Co., New York, an-| first vice-president of the company.| Ted F. Strong, vice-president, | page, with engravings supplied free. | 
nounced last week at a two-day| Both were optimistic regarding the Ivey & Ellington, presented adver- | The ‘circulation guarantee has been | 
> neeting of executive merchandis-| present and future of the drug in-|tising and promotional plans for! jncreased from 1.375.000 to 1.600.- HERE'S WHAT TO DO ABOUT IT 
ng managers and special repre-| dustry, but pointed out that “a new| Bax, the company’s multiple vita- | 999. wig tsi ‘ ran a. 
ecu- sentatives of the mammoth drug|type of selling approach is involved|min. One entire morning session Included in the group are Calling ikem es [t 
+ di- company. in the current sellers’ market.” was devoted to developments in the | Aly Girls. True Comics, True Avia- 
‘sing Pointing out that the growing|L. M. VanRiper, vice-president in| vitamin business. Other speakers | tion Picture-stories. Real Heroes 
een shortage of doctors and dentists |charge of advertising, discussed the | included John C. Beofield, advertis- | and Funny Book. The first two are 


coupled with the absence of many | use of sales promotion material and| ing manager, Gelatin Products monthlies and are members of the Mt 
— skilled pharmacists and clerks from|W. E. Bomar and W. H. Robinson,| Company, Detroit, and Dr. A. L.| ABC. Due to paper restrictions the 
drug stores makes it more neces-| also of the McKesson & Robbins or- |Omohundro, vice - president and other three are issued quarterly. SSeS eee 
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The first insertion in the Eastern States 
| Bottle Collection Committee's $50,000 
| drive in New York and New Jersey news- 
| papers, which opened July 12. This 
| roundup idea can be worked in any city 
| where beer, soft drink and dairy inter- 
ests raise a joint fund, with bottle figures 

revised to meet the local situation. 


art, , 
ifferences in farmers... 
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‘ion Producer 


and Agency Cited 
in FTC Complaint 


Washington, D. C., July 21.—The 
Federal Trade Commission this 
|, week charged Ex-Lax, Inc., and the 
Joseph Katz Company, Baltimore 
advertising agency, with advertising 
misrepresentations of the values of 
Ex-Lax and failing to reveal the 
alleged “harmful” consequences 
which might result from its use. 

The FTC said the laxative is not 
a cure or remedy for constipation, 
and that advertisements fail to re- 
veal that its use may be dangerous 
to persons suffering from appendi- 
citis symptoms. 

Joseph Katz, president of the 
agency, answering the charges im- 
mediately, said they were without 
foundation. He said that a warning 
against taking the laxative was 
printed on boxes and circulars ac- 
companying the product, and that 
the agency and the company “will 
defend the action to the limit.” 


“‘Ksful Farming 


Meanor to ‘Aviation:;’ 
Lane Joins Chilton 


Anson E. Meanor, for 15 years 
western manager of Commercial 
|Car Journal, Philadelphia, has re- 
signed to become Western manager 
of Aviation, Aviation News and Air 
Transport, McGraw - Hill publica- 
tions. He has been succeeded by 
Harry T. Lane, for the past four- 
teen years in the advertising de- 
partment of the Chicago Tribune. 
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Kate’s Not Chanticleer 


To the Editor: In the Ad Man’s 
entry of July 3 he alludes to the 
sun coming over the mountains as 
he wakes in the morning, without 
benefit of Kate Smith. 

As I understand it, Miss Smith 
has never had much truck with the 
sun. But when it comes to getting 
the moon over that mountain, Kate 
is right there—with bells on. 

Certainly enjoy the Diary. It is 
one of my “musts” every Tuesday 
morning. 

ALLAN PAUL, 

Smart & Final Company, Los 

Angeles. 


e 9.9 
Grammarian Speaks Up 

To the Editor: The expression, 
“I am getting damn tired,” in the 
Diary of an Ad Man, gives me 
again an opportunity to ask, “what 
part of speech is ‘damn’?” 

One may readily understand that 
“damn” is a verb and a noun, but I 
find no justification for its use as 
an adjective or an adverb. 

Bert D. STRANG, 
Columbus, O. 
. poe 
Ration Books Not 
Accurate for Washington 

To the Editor: The article, ““‘War- 
time Population Shifts Shuffle 
Major U. S. Markets” by Arno H. 
Johnson, which appeared in your 
July 12 issue, is very interesting 
and you are to be congratulated in 
making these figures available so 
quickly. I understand that the U.S. 
Bureau of Census is also preparing 
figures based on the No, 2 ration 
books but its tabulations are not 


yet complete; these official figures | 
should be available around the first | 


of August or shortly thereafter. 


I think your readers should have | 


called to their attention the fact 
that for one very important market 
—Washington, D. C., the ration 
book figures are inaccurate. 

So inaccurate are these ration 
book figures for Washington that 
the Census Bureau estimate for 
May 1, 1942 (listed in column 2 of 
your tabulation on Page 38 of your 
July 12 issue) are not based on 


sugar ration books for Washington | 


although they are based on sugar 
ration books for almost every other 
market. 
In the 
mate for 


Same way, 


Washington should be 


based on statistics other than No. 2) 


ration book registration. This is 
important, for your tabulations, 
based on government estimates for 
1942 and ration books for 
show Washington with a 
59,000 civilian population. This is 
entirely wrong. Washington actu- 
ally had a gain in population, and 
the official Census 
will show this to be a fact. 
RAOUL BLUMBERG, 

General Promotion Manager, 

Washington Post. 

[Editor’s Note: Mr. Blumberg is 


loss of 


right, and Arno Johnson empha- 
sized this point, with particular 
reference to Washington, in his 


article. ] 


a 
Recommended in ‘Diary’ 

To the Editor: In reading your 
Diary, I notice on July 1, in con- 
nection with “A sense of history,” 
you recommend the book by George 
P. Rowell—“Forty Years an Adver- 
tising Agent.” 

The writer has just recently been 
more or less pushed into the ad- 
vertising end of our business, and 
I believe this book would be well 
worth reading, and I am wondering 
if you can advise me where I could 
buy this, as in an endeavor to buy 
the book in numerous stores in 
Canada, I have been unable to pur- 
chase same. 

A. KoppPLin, 

General Sales Manager, George 

Weston Ltd., Toronto, Canada. 


[Editor’s Note: “Forty Years an 
Advertising Agent” was published 
in 1926 by Franklin Publishing 


Company, 79 
York. The 


Madison Ave.., 


is $3.50.) 


New 
price 


a 
Art Director Catches It 
To the Editor: Of the 
million readers of This Week, 
how many have called your atten- 
tion to the unpardonable error in 
ts ver design for July 4? Ap- 
parently the art director wanted 
the flags to float to the right, so 
» simply reversed the photograph, 
with unfortunate results 


The Flag of the United States is 


several 


the 1943 esti- | 


1943, | 


Bureau figures | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


jalways on the right, in a Color 
Guard formation or at any 
time. Reversing this photo has 
also produced several other errors, 
|equally conspicuous to anyone who 
|is familiar with the Navy. 

|signalman’s rating badge belongs 
}on his right sleeve. 
| white shoulder stripe. (If it is on 
|the left shoulder it is always red.) 


Finally, the sailor is standing at) 


Order Arms, and if that is ever ex- 
ecuted with the rifle 


ter be told about it. 
Let’s give the art director 100 


pack. 

Incidentally, did you notice the 
recent cover of The Saturday Eve- 
ning Post in which a Navy yeoman 
3rd class is discarding that uniform 
and putting on the new uniform of 
an ensign? Everything was tech- 
nically correct so far as the uni- 
forms were concerned—but that’s 
the kind of promotion that burns up 
the regular Navy man! 

ROBERT DOUGLAS, 
Boston, Mass. 
5 9 


| 
‘Explains Hairpin Status 

To the Editor: I received a clip- 
|ping about our advertising cam- 
paign appearing in your publication 
|and while the article as a whole is 
correct, our advertising is solely 
institutional advertising. Your 
|statement that we have no mer- 
chandise to sell is erroneous. We 
are manufacturing bob pins and 
hairpins daily, but we are placed 
|/on a limitation order which is 25% 


for hairpins and bob pins far ex- 
|'ceeds the supply. 

I feel that it is necessary to cor- 
rect your statement that we have 
'no merchandise to sell, for this 
seems to be a_ general opinion 
among many and those that are 
looking for a “black market” in 
which to sell merchandise use this 
type of propaganda in getting high 
prices for this merchandise which 
was placed on a ceiling price with 
all other commodities in 1942. We 
are asking all who buy our mer- 
|chandise that they treat it with 


(bob pins) is scarce, it is, however, 
being manufactured. 
R. K. GOLDBERG, 
President, Hump Hairpin Mfg. 
Company, Chicago. 
v v v 


Cites Advertisers’ 


Opportunity for Service 


To the Editor: It is indeed re- 
grettable that a great percentage 
of the consuming public seem to 
feel that the advertising industry 
has sustained an all-time setback 
|at the hands of the New Dealers— 
especially at a time when so much 
practical, 


dence on all sides. 


It is gratifying to note that many | 


{of our national advertisers have 
given so generously of their time, 
space and money to the great war 
effort. Also, that others have con- 
tributed materially to the common 
good in keeping with the genera 
program for greater economy. 
Cognizant of recent development 


‘UNFORTUNATE’ 


Cry sal 
rere a 


\r eater 


eek 


Reversing the photograph used in this 
July 4 cover design caused several un- 
fortunate results, a reader says. He 
points out that the flag's position, the 
rifle and the sailor's rating have been 
changed from right to wrong. 


otner | 


The | 
So does the} 


in the left | 
hand the Army and Navy had bet- 


of 1941 production and the demand | 


consideration and while the article | 


informative and educa-| 
tiona! advertising has been in evi-| 


in the realm of American produc- 
tion the alert postwar planner of 
essential advertising will undoubt- 
edly recognize a big job ahead in 
a high sense of cultural and moral 
responsibility. The introduction of 
new products, the dissemination of 
new ideas, new processes, new uses 
| will obviously prove to be a prime 
requisite in every quarter. 
Therefore, let us realize now that 
|the reputable, indispensable adver- 
tiser of tomorrow will have an un- 
precedented opportunity to render 


|an invaluable service—to do all the 


|good he can, in all the ways he 


hours extra police duty with full|can, to all the people he can, re- 


ligiously and unfailingly. 
DEAN EDMUND ScotTT, 


Public Relations Counsellor, 
Chicago. 
~~ =. 
Says ‘Endorsement’ Line 


Gives Wrong Impression 


To the Editor: My attention has 
been called to the fact that in one 
of this Sunday night’s programs 
_ (July 11), which was presented be- 
fore one of the service units, the 
; announcer ended up with the state- 
|ment: “This presentation does not 


| serve as an endorsement of this 


product, because the Navy does not 

endorse any advertised product.” 
Does not the foregoing serve as a 

slam to the uneducated public rela- 


| tive to the merits of advertised 


products? 
As I recall previous broadcasts, 
the announcer’s remarks were 


somewhat on the order of the fol- 
lowing: “Presentation of this 
program before the service men of 
Camp does not serve as 
an endorsement of the sponsor’s 
product.” If the words “any ad- 
vertised” are going to be used in 


future announcements of this kind, 
| they are sooner or later going to 
| leave the impression among tens of 
|millions that advertised products 
/are not the best quality and suit- 
able for endorsement. 

I realize that the Army and Navy 
do not endorse the products of 
sponsors who present programs, but 
the Army and Navy are buying bil- 
lions of dollars worth of advertised 
products, and the higher the quality 
of a manufacturer’s product, the 
greater the demand upon his pro- 
duction from the Army and Navy 
procurement departments. 

J. V. HUNTER, 
General Manager, 
Motor Service, Chicago. 


> 7 uF 


RSVP Mail Stuffer 
Gets Zone Data 


To the Editor: We thought you 
might be thinking of preparing an 
article illustrating the various meth- 
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ods used in handling city zone n 
bers, currently requested by post; 
authorities to alleviate the pres 
of increased mail in certain heayj|, 
populated areas. 5 
Attached is a folder showing 5, 
handling of the problem—a direc; 
mail stuffer sent out in all metereg 
mail for a period of one week (and 
timed to include our monthly state- 
ments), providing our “numerica|” 
address, and requesting the return 
of same from our customers and 
prospects. To date, the percentage 
of replies has been very gratifying, 
and enables our mailing departmen; 
to help speed vital communications 
to war industries. 
CuHas. GRESSLE, 
The Standard Register Company, 
Dayton, O. 


7, F ¥ 


Issues News Letter for 


Readers in the Services 


To the Editor: As far as we 
know, “The F. T. D. News” is the 
first trade publication to provide its 
readers now in the armed forces 
with a special news letter. 

The contents are chiefly reprints 
from the current issue which in 
May comprised 258 pages. The sub- 
scribers to “The F. T. D. News” com- 
prise over 7,000 retail florists of the 
Florists’ Telegraph Delivery Asso- 
ciation. 

RosBert B. POWERS, 

Editor and Manager, “The 

F. T. D. News,” Detroit. 
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Write for Transcription 


be 


| 
MANH 


INDEPE 


. PONCA CITY 
4 | eS 


end Previews Survey 


Clenn D Gillett Computed Field Strength Distribution Based on Performance 
Measurements S000 Watts Dey and Night —October 1941 


The Man with a 
Village of Voices 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 
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More and more nation- 
ally known industrial 
concerns are now using 
newspaper advertise- 
ments . . . made newsy and interesting by 
dramatic pictures and editorialized copy .. . 
to tell of their war-effort contributions. The 
eager attentiveness of the public in these docu- 


_@ Midbaigh 


INDUSTRY PREFERS THE POST-GAZETTE 


The Post-Gazette is nat- 
urally proud to have 
been selected by Indus- 
try to carry the largest 
share of the total Editorialized Advertising 
placed in the Pittsburgh market . . . 25% more, 
during the first five months of 1943, than the 
greatest amount of similar linage placed in 
either evening newspaper! Industry prefers the 


RES 
a YORK * CHICAG 


ENTED NATIONALLY 


« DETROIT 
O- PHILADELPHIA + BOSTON DE 


mentary messages is the strongest possible ree- 
ommendation to others who have been slow to 
abandon the old idea that they have “nothing 
to sell.” By performing miracles of war produe- 
tion, Industry has scored a mighty victory and 
has gained for itself the greatest opportunity 
it has ever had to vindicate freedom of 
enterprise, 


Post-Gazette because it provides effective, bal- 
anced coverage of the nation’s most important 
industrial area . . . is recognized as authoritative 
by people who think, talk and act and thereby 
influence others . . . and because it is well read 
by management and labor alike and by a com- 
bined readership particularly aware of Industry 


- + particularly responsive to everything 
Industry has to say. 
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a’s Great Newspapers 


BY PAUL BLOCK 


S- 
+ SAN FRANCISCO * LOS ANGELE 


TES 
& ASSOCIATES | 


A PARTIAL LIST OF 
CONCERNS WHOSE 


. . ago 
Gav 
has appeared in 
the Post-Gazette 


during the first 
five months of 1943 


Allegheny Ludium Steel Corp. 
American Magazine 
American Radiator & 
Standard Sanitary Corp. 
American Trucking 
Associations, Inc. 
Atchison, Topeka & 
Santa Fe Railway System 
Atlantic Refining Co. 
Baltimore & Ohio R. R. 
Blaw-Knox Co. 
Buick Division of General Motors 
Chicago, Burlington & 
Quincy R. R. 
Chicago & Northwestern Rwy. 
Chicago, Rock Island & 
Pacific Railway Co. 
Chrysler Corp. 
Colliers Magazine 
Consolidated Vultee 
Aircraft Corp. 
Curtiss-Wright Corp. 
Dravo Corp. 
E. |. Du Pont de Nemours 
& Co, Inc. 
Eastern Railroads 
Ford Motor Co. 
Fruehauf Trailer Cc. 
General Cable Corp. 
General Electric Co. 
General Motors Corp. 
The B. F. Goodrich Co. 
Hamilton Standard 
Propellers Division 
International Harvester Co. 
The International Nickel Co., Inc. 
Jones & Laughlin Steel Corp. 
Life Magazine 
McGraw-Hill Publishing Co., Inc. 
McNally Pittsburg Mfg. Co. 
Mesta Machine Co. 
Mine Safety Appliances Co. 
Nash-Kelvinator Corp. 
National Stee! Corp. 
National Supply Co. 
Newsweek Magazine 
New York Central System 
Pennsylvania-Central Airlines 
The Pennsylvania R. R. 
Philco Radio & Television Corp. 
Pittsburgh-Des Moines Stee! Co, 
Pittsburgh Steel Co. 
Pressed Stee! Car Co., Inc. 
Puliman-Standard Car Mfg. Co. 
Radio Corporation of America 
Seaboard Air Line Railway 
Socony-Vacuum Oil Co., Inc. 
Standard Oil Co. of New Jersey 
Standard Oil Co. of Pennsylvania 
The Texas Co. 
Union Pacific R. R. 
United Electric, Radio & 
Machine Workers of America 
United Fruit Co. 
United Mine Workers 
of America 
United States Stee! Corp. 
United States Rubber Co. 
Vinco Corp. 
Western Pennsylvania 
Coal Operctor's Association 
Westinghouse Electric & 
Manufacturing Co. 
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BD of a newspaper depends o 
Editor puts into 11 


During the official six-month period ended March 31, 1943, the total daily 
circulation of the Chicago Tribune averaged 967,973 net paid. 


This was from 485,328 to 676,409 more total daily circulation than 
other Chicago daily newspapers delivered. 


It was twice the circulation of any other Chicago daily newspaper— and 


more than any two other Chicago daily newspapers combined. 


On Sundays, the Tribune during the period delivered from 297,108 to 


§65,213 more total circulation than other Chicago Sunday newspapers. 


* * * 


HAT the advertiser gets out of a Day after day, the people of Chicago and 

newspaper depends on what the the midwest have an opportunity to de- 
editor puts into it. To keep readers in- cide which Chicago newspaper best serves 
formed of every significant development _ their interests. 


in the day’s news, the Tribune spares no 


expense in order to maintain the most 
competent staff of reporters, correspond- 
ents, rewrite men, copyreaders, editors, 
photographers, artists and other special- 


ized editorial workers employed by any NEW ALL-TIME HIGH 


Chicago newspaper. 


The result shows up in the finished in Sunday Tribune circulation! 


product—and in the public reception ac- 


corded it. In the ‘Tribune, readers get first 
hand accounts on which they can depend. During the official six-month pe- 
riod ended March 31, 1943, Sunday 


‘Thev get a balanced newspaper presenting , 
. Pat Tribune total circulation averaged 


the full panorama of the day’s happenings. 1,272,263 net paid. 
They get the story illustrated with photos, This represented a gain of 
drawings, maps and charts—-every graphic 29,285 over the average for the 


six-month period ended March 31, 
1942 and pushed Sunday Tribune 
circulation to a new all-time high 
Phe chart makes plain how readers valuc for any six-month period in history. 


aid which can make the facts more quickl\ 


} | | 
understandable. 


967,973 
Chicago 


Daily Her.-Am. 
Tribune 


the sery ce W hic h the lribune deliv ers. WHEN YOU CAN HAVE MORE, 
WHY TAKE LESS? 


a ee 
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net paid total circulations 


of%go daily newspapers during 


(ial six-month period ended 


March 3lst, 1943 


399,054 
Daily 
Times 


READERS KNOW that the 


compromised by political, social or financial 


Tribune is not 


tie-ups. They are familiar with it as a mid- 
west product which cannot be swerved from 
its steadfast devotion to the ideals and in- 
terests of the midwest and the nation. 

The editorial qualities which build deepest 
interest among readers produce the best re- 
sults for advertisers. Merchants, manufac- 


turers and the general public recognize this 


to be a fact. During the first six months of 


this year, they placed in the Tribune 95.0% 


because ~ "APPEALS TO panne ALL WALKS - 


more advertising linage 


any other Cl 


than they placed in any two other Chicago 


newspapers combined. 


‘To get your 
distribution of spendable income, you need 
the intensive advertising pressure which vou 
apply to best advantage when you build your 


promotion around the Tribune. 


Rates per 100,000 circulation are among 
the 


lowest in 


Chicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER 


America. 


oo 


than thes placed 


licago newspaper—-and more 


full share of Chicago’s wider 
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28 
Graham Reopens Office 


J. E. Graham, for the past year 
with the Board of Economic War- 
fare in Washington, has reopened 
his market research business, the 
Graham Research Service, with of- 
fices at 424 Madison Ave., New 
York. Mr. Graham was formerly 
secretary of the New York chapter 
of the American Marketing Asso- 
ciation and for three years taught 
market analysis at the College of 
the City of New York. 


“That reminds me—WFDF Flint Michi- 
= regulates the length of its commer- 
cials.” 


American Home 
Products Acquires 
New Subsidiary 


Gilliland Company 
Absorbed in Huge 
Expansion Program 


New York, July 21.—Marking its 
third expansion step this year in 
the field of biological products, 
American Home Products Corpora- 
tion, manufacturer of drugs, foods 
and household products, this week 
announced the company’s acquisi- 
tion, by merger, of the Gilliland 
Laboratories, Marietta, Pa., pro- 
ducer and distributor of a wide line 
of serums, vaccines and antitoxins. 

The management of Gilliland 
Laboratories, which becomes a 
wholly-owned subsidiary of Ameri- 
can Home Products, will be headed 
by Dr. E. K. Tingley as president, 
and its personnel and policies will 


remain unchanged, according to 
Alvin G. Brush, chairman of Ameri- 
can Home Products. Gilliland pro- 
duction and sales will round out the 
lines of pharmaceuticals and bio- 
logical products now marketed by 
John Wyeth & Brother, Reichel 
Laboratories, and Ayerst, McKenna 
& Harrison, American Home Prod- 
ucts’ major subsidiaries in these 
fields. 

Gilliland Laboratories is the suc- 
cessor to H. M. Alexander & Co. 
Founded in 1882, Alexander was 
one of the oldest biological labora- 
tories in the United States and was 
the first producer of smallpox vac- 
cine on a commercial scale in this 
country. Terms of the acquisition 
were the exchange of 7,670 Ameri- 
can Home Products shares for the 
1,534 shares of Gilliland Labora- 
tories on the basis of five American 
Home Products for one Gilliland. 


Aids Diversification 


“Acquisition of Gilliland Labora- 
tories is another forward step in 
American Home Products Corpora- 
tion’s long-range program of ex- 
pansion and diversification,” Mr. 
Brush said. “Gilliland is doing a 
large volume of business with the 
government for the Army and Navy, 
and it will thus increase the role 


now being played by American 
Home Products and its subsidiaries 
in helping to win the war. Reichel 
Laboratories, for example, is work- 
ing 100% on government orders 
producing dried blood plasma, peni- 
cillin, and typhus vaccines for our 
fighting men, and other subsidiaries 
of our corporation are manufactur- 
ing a diversified line of products for 
our armed forces.” 

Mr. Brush pointed out that Gilli- 
land at the same time fits into 
American Home Products’ postwar 
planning, since its numerous prod- 
ucts bring an important expansion 
in the biological lines produced by 
the corporation’s subsidiaries. He 
added that Dr. Tingley, president 
of Gilliland, has an outstanding 
reputation in his field and will 
make a_ distinctive addition to 
American Home’s scientific staff. 

On March 1, American Home 
Products merged with Ayerst, Mc- 
Kenna & Harrison Limited of Mon- 
treal, leading Canadian manufac- 
turer of biological and pharmaceu- 
tical products, and on June 15 it 
acquired E. E. Bartos, Inc., Locust 
Valley, N. Y., manufacturer of a 
streamlined method for quick de- 
termination of protein allergies. 

Gilliland Laboratories was organ- 
ized on Sept. 11, 1916. Dr. S. H. 
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The disappearing Account Executive...by Soglow 
MR, LIVINGSTONE 
MR. LIVINGSTONE 
iS HERE 
MR. IN THE ABSENCE 
» ananassae 2) LIVINGSTONE OF MR. LIVINGSTONE 
“ DIONT SEE LET ME EXPLAIN 
ISNT IN, BUT ‘ O 
MR. BROWN W IT, BUT HERES + >=. 
. a MR. JONES ‘| 
BE RIGHT OVER Q (3 K 
> (ee 
X 
_ 
| a oe 
MR. 
LIVINGSTONE 
| PRESUME ] , , ° 
t is the policy of this agency to handle few 
accounts, and give these accounts 
everything we have. No account is delegated 
to a subordinate. At all times, we offer 
and deliver the thought, the time, and the 
work of our principals. 
LAWRENCE C. GUMBINNER ADVERTISING AGENCY 
9 EAST 41ST STREET, NEW YORK 17, N. Y. 
ADVERTISING FOR TODAY—and Tomorrow 


Advertising Age, July 26, 1943 


Gilliland, the founder, previous), 
had been with H. M. Alexander 3 
Co., but left to form his own {irm 
with a laboratory at Ambler, Pp, 
Shortly afterward, the Alexander 
firm was liquidated and Gillilang 
bought its Marietta property at the 
disposal sale. During World War | 
Gilliland operated both the Amble; 
and Marietta laboratories, but afte; 
the war operations were concen. 
trated at Marietta. Gilliland, how. 
ever, still owns the Ambler prop- 
erty. 

In addition to its government 
work, Gilliland does a large busi- 
ness with state boards of health and 
also sells to hospitals, the drug 
trade and to physicians. There jg 
a line of products for veterinarians 
as well. One of its principal prod- 
ucts is a pneumonia serum. The 
company also manufactures dysen- 
tery antitoxin Shiga, serums, vac- 
cines and antitoxins for such dis- 
eases as gas gangrene, smallpox, 
tetanus, diphtheria, rabies, typhoid 
and scarlet fever. 


Barger Elected RFAC Head 


H. F. Barger, Palo Alto Furniture 
Company, Palo Alto, Cal., was 
elected president of the Retail Fur- 
niture Association of California, at 
a meeting held recently at the West- 
ern Furniture Exchange and Mer- 
chandise Mart, San Francisco. Other 
officers elected are D. J. Desmond, 
Sterling Furniture Company; Roger 
Hammaker, The Emporium, both of 
San Francisco; Carleton Minner, 
Minner’s Furniture Store, Bakers- 
field, vice-presidents; Edward Lach- 
man, Lachman Bros., San Francisco, 


treasurer; Obert Pedersen, Peder- 
sen Furniture Company, Santa 
Rosa, chairman; and George W. 


Fitch, managing director. 


Cumming Joins Cairns 
James C. Cumming, for the past 
seven years account executive with 
Grey Advertising Agency, New 
York, has resigned effective Aug. 1, 
to join John A. Cairns & Co., New 
York, as account executive and 
copy chief. Previously Mr. Cum- 
ming was advertising manager of 
Bloomingdale’s, New York, and of 
L. Bamberger & Co., Newark, and 
was national retail advertising man- 
ager of Sears, Roebuck & Co. 


Department Store 


Sales are UP 


23” 


As reported by the Federal 
Reserve Bank of San Francis- 
co, Tacoma Department 
Store Sales were UP 23% 
for the first 5 months of 
1943. ey 


In 1942, Tacoma Depart- 
ment Store Sales were up 
25% over 1941. It’s a 
steady UPWARD climb in 
—_— Second Mar- 
et 


Tacoma 
Washington 


Lorenzen G Thompson. Inc 
National Representatives 
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MORE LINES 


WANTED 


By Salesman Making 
100,000 Contacts Daily! 


WANTED: more lines, more brands to sell—more 
ideas to convey—by an old established salesman now 
contacting New Haven’s 100,000 best prospects daily. 
Every field adequately covered—consumer, retailer, 
wholesaler, manufacturer, financial, utility. Firms 
with depleted traveling staffs, desiring to maintain 
local contacts, can employ this on-the-spot salesman 
most economically. Those seeking contact with New 
Haven’s rich war worker market get premium cover- 
age, direct to the war plants, all shifts, round the 
clock service with no charge for overtime. Personal 
entree to all essential, medium and better homes. For 
rates, write direct to “The New Haven Salesman— 
The Journal-Courier,” contacting 100,000 preferred 
readers daily. Or inquire any office of The Julius 
Mathews Special Agency. 
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Wartime Controls — 
May Be Needed 
After Emergency 


NAM Report Urges 
Improved Methods 
for Peacetime Use 


New York, July 20.—If wartime 
controls die away when the last 
shot of the war is fired there is 
every likelihood that there will be 
a rush of purchasers for the inade- 
quate supply of civilian goods then 
existing, bringing about a seriou: 
inflation of prices to the consumer, 
and serious practical handicaps for 
small businesses, according to a 


500,000 


STOCK PHOTOS 
ia, 


WRITE FOR INFORMATION 
r apeet O68 catmeese 


| 


| 


report of the National Association 
‘of Manufacturers’ postwar transi- 
tion committee. 

Based on the committee’s report, 


| NAM’s board of directors feels that 


} 
| 
| 
| 
| 
| 
| 


| 


| declared, 
| progressively breaking down, but 


|if the administration or wartime 


controls over prices, rationing, pay, 
jobs and materials can be im- 
proved, there may be a real need 
for their temporary continuance 
after hostilities are over. When 
military needs no longer require 
the current wartime controls, said 
the NAM directors, they will con- 
tinue to be required nevertheless, 
until business is enabled to recon- 
vert the peacetime operations of 
goods on a production scale which 
will eliminate the danger of a 
goods-scramble. The board em- 
phas.zed that this extension will be 
a wartime conseauence, and should 
carry only to the moment when 
NAM may soundly raise its voice 
for their disappearance on the gen- 
eral principle which the board ex- 
pressed: 
be entirely eliminated as soon as 
practicable after hostilities cease.” 


Able Administrators Vital 


” the board 
controls are 


“At the present time, 
“Wartime 


this trend can and should be re- 
versed. Such controls cannot be 
even reasonably successful unlesss 


“Wartime controls should | 


experienced and able administra- | 


tors are given adequate responsi- 
bility in the administration of such 
controls, both now and in the post- 
war period.” 

John Airey, president of the 
King-Seeley Corporation, Ann Ar- 
bor, Mich., and chairman of the 


| postwar transition sub-committee of 


the postwar problems committee 
explained some of the _ practical 
considerations which moved _ the 


| postwar problems committee. 


With a large majority of Ameri- 


/can enterprise now engaged in war 


work, he said, there is nothing 
which could so thoroughly wreck 


the entire American postwar econ- | 


omy as a mishandling of the war- 


Advertising Age, July 26, 1942 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


July 12. A correspondent asks for my 
definition of the objective of advertising. 
That’s like asking for the objective of elec- 
tricity. I doubt if one can be written 
which is broad enough to cover all cases, 
and specific enough to be useful. The im- 
portant thing is to have no astigmatism 
about the objective in any particular case. 
Until you can say exactly what you want 
the reader to do, think, feel, or believe, you 
are not ready to devise how to get it done. 
And, incidentally, an agreement on this in 
advance will harmonize a lot of copy 
critics. 

- 


July 13. Nowadays we tend to discount 
the value of what used to be almost the 
sole objective of advertising; namely, to 
create familiarity. That familiarity alone 
is a great sales asset, and that it can be 
secured most quickly through advertising 
repetition, was almost the earliest discov- 
ery about advertising. Thus all the early 
salesmen of space preached such doctrines 
as “Keep Your Name Before the Public,” 
“Repetition Makes Reputation,” “Keeping 
Everlastingly At It Brings Success.” If 
we hadn’t forgotten how true this is there 
would be more consistent schedules in 
publications. 

° 


July 14. My impression is somewhat 
different from that of Westbrook Pegler. 
I think, on the whole, the war has given 
advertising writers a thrill. Many of the 
generation which just escaped the draft 
never really liked to sell merchandise, 
never had the old timer’s itch for orders. 
The chance to devote their writing talents 
to the selling of ideas instead of goods, and 
to feel that they might be making a war 
contribution in doing so, has been a great 


with a high degree of specialization. (And 
vice versa.) Nevertheless, if I had the 
ordering of the universe I would require 
every soul to supply some of its basic 
wants directly—that is, to raise some of its 
food, make some of its clothes, gather its 
own fuel, or something of the sort. There 
is no satisfaction comparable to it, and 
there is no road which leads so surely to 
psychic health. Those radishes you get 
out of your Victory garden may cost more 
than the grocer’s, but they’ll be worth it. 


July 16. The hardest job I have is to 
lure ad writers out of ivory towers. The 
flight from reality is instinctive in most of 
us writing coves. We think we have 
solved a problem when we have given a 
neat expression to it; and the intractability 
of material, human or inanimate, bores us. 
We know that ditch water is full of in- 
teresting zoological specimens, but how we 
do hate to dredge it. 


July 17. Years ago H. L. Mencken ob- 
served that one popular American delusion 
is that all male Negroes have fine tenor 
voices. Another is that all black dirt is 
rich in plant food and will grow anything. 
A gentleman who wanted to sell me a 
truck load of it today was disconcerted 
when I ran a sample through my soil test- 
ing kit, and found it slightly deficient in 
nitrogen and extremely deficient in phos- 
phate. 

. 


July 18. If you want to know one thing 
that people are really interested in, take 
their pictures and listen to their comments 


SE 


time controls problem. The NAM | 
feels that ration books, price ceil- 
ings, job freezing, materials, priori- 
ties and the rest of the wartime 


relief to them. As witness the ease with 
which the War Advertising Council gets 
volunteers. 


on the prints. They’ll never notice your 
nerfect composition, skillful cropping, or 
technical excellence. The sole question 


KAUFMANN & FABRY CO. 


° is how do they took. Like the bride and 
4258 s. WABASH AVENUE |controls will probably be kept in- | groom standing in front of Niagara Falls. 
CHICAGO tact afte the war is over, Mr. Airey July 15. Advertising couldn’t live ex- Or an advertiser scanning the size of the 
added. cept under a division-of-labor economy, package. 
| 
| For example, he explained, “As|of inadequate supplies, would leaad|depending on foreign sources 
| it seemed to us, the materials con-|to a serious inflation of prices to| supply, domestic productive capac- 
|trols, which are at the base of the| consumers and would handicap ity, length of conversion in differen: 
|division between war industry and/small business enterprises. industries, emergency relief de 
civilian industry, would certainly “On the basis of these assump-|mands from abroad, and _ stock- 
have to continue as long as the war | tions we believe that it would be| piles when hostilities cease. W! 
lasts, so that war needs may cer- | inadvisable to urge immediate end-|for this reason it would be inad- 
_ tainly be satisfied first. Before we!ing of all controls with the ending|visable to fix definite calenda! 
finally get rid of the wartime con-|of hostilities. It is quite possible,|dates for termination of contro! 
trols, everybody—consumers and/moreover, that different controls | extension of existing controls shou! 
TO GET A JOB business men alike—will have had! should be ended at different times,| be only for short periods of time 
time to get very tired of them. 
DONE DOWN | There will be considerable popular | 
'and political pressure to take them 
SOUTH ese off as soon as the war ends. This 
| pressure should not be allowed to 
run away with the situation.” 


Lists Recommendations 


| The transition sub-committee 
|recommendations, as approved by 


the board of directors, follow: 
“Wartime controls should be en- 

er _ tirely eliminated as soon as prac- 
temporary continuance of wartime 

controls we make certain assump- 

foes. It follows that it might be 

CH”ee@ possible either to eliminate or at 

least to relax some controls before 


| ticable after hostilities cease. Such 
a tions: 
hostilities in all fields are ended. 


os, 


¢ntich better. 


to be inside 


action would stimulate free enter- 
“1. The war will not end in all 

theaters at the same time. As a 

result we will have two conversion 

periods, since some plants could 


| prise, the restoration of competition 
probably be turned to civilian pro- 


and the provision of jobs. 

“In considering the elimination or 
duction after the ending of hostili- 
ties with one of the nation’s major 


It's hard to go anywhere to 
reach the Central New England 


Central New England’s half mil- 


Controls To Be Improved lion are supported by 400 war 


' . audience via radio, when industri ing war . Their 
Largest Circulation in the South “2. That the administration of é ‘ c er dustries paying wa —— 
, existing wartime controls will be miss Worcester’s WTAG coverage. preference for WTAG is deep 
186,063 Daily and 245,462 Sunday improved. At the present time 


From the outside the gate is closed 
to you, as one peek at official 
FCC maps will prove. 

Inside? Your trip will be fruitful. 


rooted and impressive. You make 
connections right on time with this 
MUST market in Massachusetts 
when you take WTAG. 


BASIC 


such controls are progressively 
The Atlanta Journal breaking down but this trend can 
and should be reversed. Such con- 

TIVE: SAWYER-FERGUSON-WALKER trols cannot be even reasonably 

successful unless experienced and 

able administrators are given ade- 

quate responsibility and authority 


BELL AIRCRAFT'S ATLANTA PLANT 


one of nation’s lorgest engaged in manutacture ond assembly of in the administration of such con- Bey Tint= Col UMBIA 
¢ le ie j - You @uy 

iaiiin Oech eeniiatehae Ss Diese codes rols, both now and in the post When Audience 
' : . Buy Aan #4 
war period. wy 


will be reached by eorly spring, 1944 PAUL H. RAYMER CO. 


National Sales 
Representatives 


“3. If wartime controls over 
prices, rationing and materials are 
immediately ended when military 
needs no longer require such con- 
trol, the result would very likely be 
a rush of purchasers which, because 


WTAG 


ESTER Associated with the 
w ° ® . Worcester 


Telegram-Gazette 
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EVENTY-SIX million, eight hundred twenty-nine 
thousand, one hundred eighty-two dollars and 
thirty cents ($76,829, 182.30) has been poured into 
the nation’s war chest by the newspaper boys of 
America up to May 27. 


They ve done it by selling ten-cent War Savings 
Stamps... 768,291,823 of them... to the millions 
of families to whom they deliver daily newspapers. 
And they’re selling more every day. 


They're doing it under the direction of the news- 
papers they represent and under the sponsorship 


of the International Circulation Managers Assn. 
The patriotic performance of these youngsters is 
something to inspire and hearten all of us. 


It’s something to cheer about. 


It's something that can happen only in a free 
America. 

It’s something that is possible only through the 
newspaper organizations of the country. 

And it’s only one of the many major contributions 
which newspapers are making to the war effort 
and to American Victory. 


International Circulation Managers Assn. 


Space courtesy Scripps-Howard Vewspapers 
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Pistell Heads Harvill 


C. K. Pistell, executive vice- 
president, has been elected presi- 
dent, and Paul R. Jordan, formerly 
technical service director, has been 
named general manager of Harvill 
Corporation, die casting and hy- 
draulic manufacturer, Los Angeles. 


Surface Carriers 
Menace Aviation, 


|transportation future for their own 
| ends. 

“With the increasing efforts of 
the surface carriers to force their 
‘way into the air transport field,” 
Mr. Monro declared, “the nation is 
|confronted with the greatest single 
| threat to the economic future of an 
‘industry that has had the vision 


ee ae 


CITED BY ADCRAFTERS 


Sm P te 
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he gy Monro Charges 


entered active service with the 
Army air forces. 


|and the tenacity and the sheer guts 
to pioneer and take America to a 
position where today American 
planes are the best the world has 


Says Railroads | 
| seen, whether in the battle skies, or 
| in delivering the goods to the troops 


Are Weaving Pattern 
of Encroachment | in the field, or the people at home.” 
| Discusses Declaration 


Boston, July 21.—The determined| In even a _ temperate analysis, 
efforts of the nation’s railroads, as| warned Mr. Monro, the success of 
well as the energetic plans of all|such efforts could not fail to re- 
‘surface carriers to “invade” the|strain aviation’s progress through 
‘field of commercial aviation, pre-| What might be termed “horizontal 


C. Bedell Monro, president, Pennsylvania-Central Airlines, receives a scroll in 


ent recognition of his talk before the Adcraft Club of Detroit from F. Lee Johnston, 

_..%o | sent a serious threat to the progress | monopolies,” and the only result) club president. Airline vice-presidents Bob Wilson and J. H. "Slim" Carmichae!, seve 

- ia maw MCOLLEGE” and economic future of commercial | would be a serious danger to the and Treasurer R. G. Lochiel look on. Mr. Monro's talk called upon established am 
) flying, C. Bedell Monro, president supremacy of this nation in air airlines to accept their obligation to America's “forgotten cities” and develop toth 

of Pennsylvania-Central Airlines, | Commerce. The Pennsylvania-Cen- intra-state aviation. foll 

The BIGGEST BUYERS erned bs his “er talk | tral Airlines president, whose com- of | 
. eros ere t nod = in @ ‘a°*| pany pioneered the “short haul” ; cert 

of almost everything Flas | before the Aeronautic Association.| ,ojicey that brought air service to|the first of which asked free and outlets required in the public in- hail 
+1: . . Asserting that the forces of “one | many cities previously neglected by |open competition—world wide— | terest. side 
Families with Children! of the most powerful lobbies in ex-| ther companies, discussed the |subject to reasonable regulation by| Until other carriers forced them circ 
Te CoCr Terre! | istence” are now at work “weav-| declaration of policy presented last| the appropriate governmental agen-|to give the so-called “little man a fica 
drugs, have large, expanding homes. ing a pattern of encroachment,”| week in which 16 major domestic|cies. The other ——— include a. 9 Peay yt eens mir 
: Mr. Monro characterized the un-| carriers for the first time, with a|private ownership an manage- | catere (9) e “blue stocking’ col 
Concentrate on them through mistakable efforts of the highly or-| single exception, adopted a joint|ment; fostering and encouraging trade, Mr. Monro said. The airlines, A 
PARENTS’ MAGAZINE ganized lobby of the railroads of | plan for the future. | by the government of the United on the other hand, have steadily re- edi’ 
The “Bible’“of 2/3 million homes with children this country—which, he said, scoffed The airline declaration, prepared | States of a sound world-wide air- ge = their rates and giv en service can 
re nemntemms § at aviation for years until they sud- at the request of the Civil Aeronau- transportation system; freedom of|to all classes of people and have pol 
si Sees | denly realized its potentialities—as *tics Board, presented five principles | transit in peaceful flight; and ac- | consistently widened ; the use of tho 

| “an attempt to capture the air! for international air transportation, | quisition of civil and commercial | Planes through intelligent consid- pul 

|eration of the needs of all the peo- fac 

|ple, not the “blue stocking” trade siol 

|of which railroad executives were con 

so solicitious, he said. col 

Quotes ICC Report . 
He also pointed out that the 1941 ap] 

_report of the Interstate Commerce in 

Commission showed railroads oper- 1g 

ating 9.71% of total passenge: thé 

miles, while highways had 89.27", ha 

|and airlines only 0.44%. During ing 

this same period, he said, railroads Ex 


operated 63.61% of total ton miles 
and the highways 7.54%, while the 
airlines carried considerably less 
than 1% of the total ton miles, in- 
cluding both mail and express. 

“It is inevitable that there will 
be vast increases in the passenger 
and express business of the airlines 
after the war,” Mr. Monro pointed 
out, “but within certain  limita- 
tions.” He cited the differences in 
costs as one example of the limi- 
tations—air express costing 60c 
per ton mile average against a rail 
express average of 15c, a freight 
;}average of one cent and a motor 
carrier average of two cents. The 
air costs will be lower, he said, but 
within the near future will not ap- 
proach the rail or motor carrie: 
averages. 


| The airline executive mentioned 
his company’s proposal for ocean 
flying over the Seadrome route 


(AA, May 17) as an example of the 
limitations of planes in the postwa: 
world. He contended that military 
routes can be no criterion for post- 
war operations because of the emer- 
gency character of present services es 
operated with little regard for dan- 


Tie American woman doesn’t want any 


For now, while America’s armies are on the march, 
hollow sympathy in this trying hour. 


is time for enterprise, time for bold improvisation — 
above all, time for doing things to help the Ameri- 
can woman. 


ONE Market. . 


..11 Adjoining 
| Yaw, Cities 


But all her life she’s been brought up to believe in the 
industrial wizardry of America, and she can’t quite under- 
stand why miracles should cease just when rationing and scarcities 


You can’t hope to fill the vacuum in her heart, 
make them more than ever desirable. 


but wide-awake businessmen can do plenty to ease her headaches till 


her loved ones return. 
In forty years of putting out the largest evening newspaper* in the 


world’s largest city, we’ve watched the lives of American women 
change and grow easier as industry went to bat in their behalf. 


*The only New York evening newspaper, incidentally, with all three wire services 


—AP, UP and INS. 


/S YOUR PRODUCT AS GOOD AS OURS? 


Every day the Journal-American sells itself to 632,000 New Yorkers. On 
Sundays circulation soars to 1,100,000 which means that every year these 
people spend more than ten millions of dollars just to get the kind of bright, 
sprightly news they want. 


We've seen a year and a half of war upset that once-ordered world, 
bringing not only the heartaches of separation, but countless little 
headaches involving the way they plan, buy, work and live. 


We know that by sufficient skull-practice many of these headaches 
can be lightened right now, priorities, scarcity of materials, limitation 
on man power and the like notwithstanding. 


-A“SWEET” Market! 


The ‘“TRI-CITIES” are potent . . . Rock 
Island and Moline, Illinois — Davenport. 
Iowa ... plus 8 contiguous urban com- 
munities similar to the boroughs making 
up greater New York City. Here's a mar- 
ket PACKAGE larger than the cities of 


Every year they also spend $275 million for the food they want 


$115 million 
| for the clothes they want 


So we say to ambitious manufacturers and retailers, that the 632,000 $43 million for the furniture they like. 


. haw . . . Eee San D » & use or Dayton. Disre- 
people who buy the Journal-American every day make a market Why ae ride — with 7 newspaper that fo- forty years oe good gard “city listings” when cine we “this 
° . ° . 9 . nough to stay t argest- / y spe ae w sl < /? market. isrega claimed ‘outside cov- 
itching for a little action. They're ready with prompt reward for enougy to stay the larget-celling evening newspaper in tae world’s largest city erage’. co- cause the RESULT-GET. 
. “ e ee. ee eS “sal 4rom-within’ is . . 
those who can—and do—-scheme out relief for wartime headaches. ee eee 


WHBF 


5000 WATTS 1270 KC 
BASIC MUTUAL NETWORK 
Affiliate: Rock Island ARGUS 


= 
= 
: 


EL Can 


LARGEST EVENING CIRCULATION /N NEW YORK 


KEPRESENTED NATIONALLY BY 


THE RODNEY E. BOONE ORGANIZATION | Howard H. Wilson Co., Nat. Representatives 
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gers and exigencies of weather,| jects has had complete restoration 
which airlines always have and | of hair color. Nor has it yet been 
must consider. | proved that complete restoration of 
These Seadromes, he explained, | hair color is possible.” Good House- 
are floating airfields to be placed at| keeping, in line with this reasoning, 
g00-mile intervals across the ocean|is not carrying any advertising of 
along a route that has a high per-|anti-gray hair vitamins. 
centage of flyable weather instead However, several organizations, 
of the six-month danger period of| including Carlay Company, Chi- 
the Great Circle route now being | cago, and Lilee Products Company, 
used. The 800-mile span between | Chicago, have introduced anti-gray 
Seadromes is the economical oper-| hair vitamin products and have ad- 
ating range for present and post-|vertised them modestly, mostly 
war planes, he contended. with mail-order type copy in news- 


———— papers and magazines. Carlay’s 
Anti-Gray Hair Saal ques Gam ier & kee aan 
Vitamin Products 

Stir Controversy 


that “this anti-gray hair vitamin 
discovery, calcium pantothenate, 

Chicago, July 21.—Advertising of 

several compounds containing para- 


rs A aie many with “miracle Consolidated to Gittins é 
No outstanding successes have as|, Effective September 1, advertis- 
yet been recorded in the field, and | "8 of Consolidated Products Com- 
the consensus is that 
minor activity Acton > oe wy 
until the medical situation with ref- | Milwaukee, the company’s relation- 
erence to the product is much more | Ship with Mace Adv ertising Agency, 
clearly revealed. In the meantime, | Peoria, _" Rc ge ay . that 
manufacturers of hair dyes and| “me. oA a m me oe 
similar products are watching de-|C°ntemplated, and present sched- 


velopments closely. ules will be maintained. 
on Sets Conference Date 

Gottschaldt Joins Hoyt Packaging Institute, Inc., will 

Allan C. Gottschaldt has joined | hold its annual conference Nov. 4-5, 
Charles W. Hoyt Company, New| at the Hotel New Yorker, New 
York, as an account executive. Mr. York. The conference will discuss 
Gottschaldt, recently executive vice-| technical wartime packaging prob- 
president of ceases ~ Cottechales, | lems, with particular reference to 
Inc., Boston, formerly headed his|new technical developments in 
own organization, Gottschaldt-Hum- | packaging resulting from changes 
phrey, Inc., Atlanta, Ga. |}in the war economy. 
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‘Joins Art Department 


| 


Alfred L. Bergren has been ap- 
pointed art director of the San 


relatively | P@ny, Danville, Ill., will be placed | Francisco office of Foote, Cone & 
can be expected | through Bert S. Gittins Advertising, | Belding. 


He was formerly in the 
editorial art department of the San 
Francisco Examiner. 


Philadelphia's Selection 


PAINTED DISPLAY 


WALLS 


pMiail desi ONTDOOR ADV. CO. 


PHILADELPHIA N32 W BROAD ST © RADCLIF 7175 


has won wide popularity as the re- 
sults of tests by a national maga- 
aminobenzoic acid and calcium pan- 
tothenate as hair color restoratives, 


zine.” Other companies have ad- 
vertised similar products for almost 
following publication some time ago 
of laboratory reports asserting that 
certain vitamins had “anti-gray 
hair properties,” has created con- 
siderable controversy in medical 
circles, which assert that the ef- 
ficacy of these or any other vita- 
mins in restoring hair to its original 
color still remains to be proved. 

According to Dr. Morris Fishbein, 
editor of the Journal of the Ameri- 
can Medical Association, latest re- 
ports from competent medical au- 
thorities indicate that “much of the 
publicity concerning anti-gray hair 
factors has left a distorted impres- 
sion with regard to the ability of 
compounds to restore the original 
color to the gray hair of man.” 

Production and _ promotion of 
anti-gray hair vitamin compounds 
apparently stems from publication 
in Good Housekeeping some time 
ago of laboratory reports, indicating 
that in the case of rats, at least, 
hair color could be changed by add-| |@ 
ng certain vitamins to the diet.) 
Experiments were later conducted | 
on human beings, with resulis to 
date which are inconclusive. 

In its third report to readers on 
the subject, Good Housekeeping 
said in its September, 1942, issue 
that “calcium pantothenate has 
been in use in our laboratory for 
over 20 months. Our human sub- 
iects have been taking it for more 
than a year. Not one of our sub- 


New BEDFORD 
MASSACHLSETIS 
New EN AND'S 


‘FRON 
“Preferred City of the 
Month” for August 


HIS is no new honor for New Bedford. 
bad after year, while other cities are 
wilting under a Summer slump, new Bed- 
ford is busy selling merchandise to thou- 
sands of summer visitors. Strangely enough, 
there has been no falling off in the num- 
ber of visitors this year in spite of gas 
ationing and travel curtailment. Summer 
homes and cottages are opening, most 
hotels are booked solidly, private homes 
heve been thrown open to make room for 

litional quests. All this is, of course, 
n addition to the regular buying of our 
regular residents whose pockets are jingling 
with more coin-of-the-realm than ever be- 
It is estimated that in 
‘ew Bedford alone, retail sales will ex- 

4 $5,700,000 during August. And New 
Bedford represents just a little more than 

of the market covered by The Stand- | 
Times, daily and Sunday. 


in history. 


ih 


Just For Good Measure | 


e is an army camp in our trading area 
ng approximately 40,000 officers and | 
who make New Bedford their recrea- 
end buying center. 


Senih is 


R- oresented by Gilman, Nicoll & Ruthman | 


up to WBT, and the Johnson family stepped out — 
Pa Johnson...Ma Johnson... Red, 15... Betty, 13... 
dobby and Jimmy, 11-year-old twins. They'd harmo- 
nized their way across 11 Southern states, at con- 
ventions, fairs, schools, churches, on the air. Like 
most Southern radio talent, their Mecca was WBT. 


The Johnsons were another WBT radio “find.” 


Two years ago a trailer pulled 


information. 


cH 


been the South’s Best Salesman. 


ARLOTTE + 50,0 
The South’s Best Salesman 


F Z 
oo mn . 


From 11-year-old Bobby (who sometimes sings 
bass) to Pop, they’re natural musicians. When 
they're singing the old songs and hymns South- 
erners love so well, the six voices blend so perfectly 
it’s hard to tell who's singing what. 

To WBT listeners—almost 3,000,000—Ma John- 
son's Family is today an indispensable part of the 
Southern morning. The show is as typically Southern 
as “yall” in the plural, or hominy grits for breakfast. 
The singing Johnsons are available for sponsorship, 
with famed Grady Cole as emcee. Their most recent 
sponsor—an insurance company—pulled almost 100 


insurance inquiries a day! Ask us or Radio Sales for 


Top-flight Southern radio like Ma Johnson's 


Family explains why for so many years, WBT has 


h 
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34 
Produces Tax Calculator 


Raymond Service, New York, has 
produced a handy instant withhold- 
ing tax calculator. 


use in local newspapers by retail- 
ers and gas companies. The theme 
of these ready-to-print advertise- 
ments will be, “Buy War Bonds To- 


Promoted for day for the CP Gas Range You'll 
y to n 
‘Postwar Markets _| Want Tomorrow.” 


The Certified Performance gas 
| New York, July 21.—Envisioning | range program was inaugurated by 
|rich postwar markets, plans to keep|the gas industry in 1938 to estab- 
|Certified Performance gas ranges|lish uniform high standards for gas 
|before the American public have| cooking appliances and to serve as 
| been announced by the CP Range|a buying guide for the public. 
| Division of the Association of Gas|Many manufacturers incorporated 
| Appliance and Equipment Manufac- | the Certified Performance features 
f | turers, New York. in their ranges and more than a 

Advertising and publicity will be| million dollars was spent in pro- 
directed towards assisting gas com-| moting and advertising the CP seal. 
panies, gas range dealers and de-|Gas companies actively supported 
a | partment stores to publicize “Gas/|the program because it provided an 
=™ |for Cooking” and “CP Gas Ranges| opportunity to obtain better grade 
™ | for Cooking Perfection.” merchandise in their customers’ 

In addition to trade publication| homes. The program was also ac- 
tively supported by gas range deal- 


sd | advertising, an advertising mat 
@ |service is being made available for|ers and department stores in all 


parts of the country. 

As a result of the CP program, 
utilities and dealers alike reported 
increased unit sales of all gas 
ranges and substantial increase in 
the average selling price per range. 

Specifications of postwar CP gas 
ranges are now being considered by 
the combined postwar planning 
committees of the American Gas 
Association and the CP Gas Range 
Division of the Association of Gas 
Appliance and Equipment Manufac- 
turers. 


CP Gas Ranges 


cy 


STANDARD | 


STUDIOS INC. 
540 N. MICHIGAN AVE. » CHICAGO 
WHltehall 5355 


Preston Is ‘Esquire’ 


Detroit Manager 

David H. Preston who, for 14 
years, has been with the Rodney E. 
Boone Organization in both Detroit 
and New York, has been appointed 
Detroit manager for Esquire, with 
offices in the New Center building. 


. According to the Hooper Con- 
tinuing Measurement of Radio 
Listening. Sunday daytime. 
Winter and Spring 1942-1943. 
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‘Pittsburgh Press’ 
Survey Reveals 
Market Changes 


Pittsburgh, July 20. — The olq 
fallacy that the drawing power oy 
a market reaches out evenly in aj) 
directions and diminishes gradually 
is exploded in a recently-releaseg 
survey of downtown shoppers by 
the research department of the 
Pittsburgh Press. 

The survey presents a comparison 
of the number of downtown shop- 
pers per 1,000 population from each 
surrounding town of the Pittsburgh 
market, a new angle in market ap- 
alysis. While probably of more dj- 
rect interest to retailers than na- 
tional advertisers, the survey 
illustrates the limited range and 
spotty nature of any large metro- 


politan market. Sol 
A market map of the Pittsburgh Act 
district showing the relative pro- ¥ 
portion of the population in eacn W 
urban community which shops jp Rap 
downtown Pittsburgh is based on o hi 
questions asked of more than 18,000 7% <1, 
shoppers inside downtown depart- acti 
ment, furniture and variety stores, poe 
and in the lobbies of wearing ap- M1, 
parel and shoe stores. Interviews ion 
were conducted on Saturdays and Nev 
on Monday nights during the last fror 
three months of 1942 and the first of | 
two months of 1943. Na\ 
Other factors which affect the [7% G, 
|drawing power of the market, as ln 
|indicated by the shoppers’ map, are stat 
transportation facilities, strong or in ( 
weak neighborhood shopping dis- airc 
tricts, urban vs. rural population, ir 
and class of neighborhood (“low in- K 
come groups generally shop locally tive 
while higher income groups travel age 
to the market center to shop”). cag 
Interviewers found that gas ra- liet 
tioning had its effect upon the mar- ser 
ket. Before rationing, Saturday , ( 
shoppers reported their residences me 
as: outside retail trade area, 5%; me 
retail trade area outside Allegheny sin 
county, 7%; Allegheny county out- bee 
side the city zone, 7%; and ABC at 
city zone, 81%. After rationing, the the 
respective percentages were 4%, 8%, Ph: 
8% and 80%. Gas rationing boosted Ma 
'the number of Monday night shop- Mu 
pers who live in the ABC city zone ™ 
from 80 to 85%. These shifts in 
mode of transportation were re- ae 


ported by Saturday shoppers, be- 
|fore and after gas rationing: street 
jcars, 56 up to 58%; buses, 18 to 
22%; automobiles, 19 down to 10%; 
|and trains, 4 to 7%. The same num- 
iber, 3%, walked to the downtown 
‘district. Monday night shoppers re- 
ported these changes: after ration- 
ing, street cars, 53 up to 66%; buses, 


16 to 21%; autos, 25 down to 6%; 
|and trains 4 up to 5%. The walkers, 
2%, remained the same. 


_ The Press also recently distrib- 
| uted a folder showing population 
|changes by counties in the area 
| within 100 miles of Pittsburgh. The 
| largest gain is credited to Allegheny, 
|with a 49,100 increase to 1,460,000 
|for 1943, based on 1940 census fig- 
ures and Ration Book No. 2. 


for Teacher 
“Why does the school child delight 


in a present for teacher? Not as 2 
| bribe. Not to placate a judge of 
/conduct. But as a gesture of re- 


spectful affection. 


The school teacher fills a solid place 
of influence in her school. Her 
neighbors, too, hold her in consider- 
able respect. Her state association 
is a strong, democratic, stable trade 
organization. Its official organ is her 
“trade magazine” in which she hes 
great confidence. Your message to 
cher in its advertising columns wi! 
not go unheeded. 
Georgia C. Rawson, Manager 

STATE TEACHERS MAGAZINES, INC. 


307 N. Michigan Ave., Chicago |, Ill. 


An association of 42 state teachers magazine 
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Admen in the Mills Novelty Changes Tenderoni Makes a sat sales legder in this! Names Headley-Reed 


Company Name Station WSAN, Allentown, Pz 

Already in regular grocery sec-|, >“ ; > » Pa., 

Armed Forces Mills Novelty Company, Chicago, | Bow in Baby Food tions, Tenderoni is also merchan- | has hg sree Headley Reed Com- 
effective Sept. 1, 1943, will change | dised in the produce departments | P@"Y national representative. 


its 54-year-old company name to Departments of thousands of stores, linked to| 


rtman, director of Poor| Mills Industries, Inc. Ownershi vegetables by advertising in The | 
B. ae Charles Morris Price |@nd management will remain une | New York, July 21.—Van Camp's | American Weekly, This Week Maga- 6 a 
+  hool of Advertising, Philadelphia, changed. | Tenderoni is making its bow as a|zine, women’s magazines, and by 
tally S oy a lieutenant in the Navai| The company, established in 1889 | featured item in the baby food de-| point-of-sale displays and recipe | . 
aged lis “a when the word “novelty” meant | |partments of grocery stores, sup- | folders. = Last month business 
: by gra R. Rosenbaum, president |®"Y Machine that furnished arcade | ported by advertising in Modern| Calkins & Holden, New York, is 
the I of “he WFIL Broadcasting Com- | #™usement, has for the past several| Medicine and Parents’ Magazine | the agency. executives paid $103,000 


pany Philadelphia, has accepted a years expanded its manufacture to | which offers free samples of the 


‘ison {J jommission as lieutenant colonel in heavier machines and is presently | product to introduce it to a new| Appoint FC&B to read NATION’S BUSINESS 


hop- the Army special reserve for serv- engaged 100% in war work. audience of doctors and mothers. Sun Harbor Packing Company, 


each in the Division of Military Gov- : _ The art work used in the adver-| tyna acker, San Diego, has a - | 
urgh pe nent of Occupied Territory. Huntley Joins JW’ JWT tisements has been employed in the nolenel Foote, Cone & Belding, Eos Choose the 
an- Mr. Rosenbaum served as a civil-| Elizabeth Huntley, formerly a | creation of an attractive display| Angeles, to place its first national | 
> di- ian assistant to Judge Advocate|commentator on WGY, Schenec-|card for the baby food section of} brand advertising campaign. Jack! Leader... 
Na- General Crowder during the first|tady, has joined the public relations | stores. A broadside to the trade | Little, account executive, will direct | 
vey World War and assisted in prepar-| staff of J. Walter Thompson Com- ‘tells grocers the complete story of | the campaign, which will break | 
and ing the first draft regulations, the | pany, New York. 'the promotion that promises them | early in the fall. | aa 
‘tro War Risk Insurance Act and the 
Soldiers and Sailors Civil Relief 
urgh Act. 
pro- Wallace D. Lyon, president of 
each w. D. Lyon Company, Cedar 
> In Rapids, Ia., has been commissioned T 3 
i on a heutenant (jg) in the naval re- * A R l Cc H . C O U N T Y M A R K E T 
3,000 serve and will report shortly for A 
art- 7 active duty. The agency will be ; 
ores, M continued by his wife. : 
_ ap- Lt. Albert Tilt Jr., former account 


we executive with Young & Rubicam, 
and HM} New York, has been transferred 


last H from his post as assistant director 
first #% of the academic department at the 

Navy pre-flight school at Athens, 
| the Ga. to assume new duties on the 
» 8 7% .dmiral’s staff at the Naval air 
are ® station, Pensacola, Fla. He will be 
> or in charge of instruction in ship and 
an aircraft recognition for the naval 


: air intermediate training command. | 
= Kenneth C. Prince, former execu- | 
tive secretary of the Sales Man- 


agers Club, Western group, Chi- | 
: cago, has been commissioned a} 
ra- Bi lieutenant (jg) in the naval re- 
— serve. 
rday Capt. Donald ©. McLeod, for- 
nees @ merly merchandise manager of the | 
wk men’s and boys’ division of Mun- 
1€NY H cingwear, Inc., Minneapolis, has 
~~ been promoted to major. He is now 
ie a member of the research staff of 
80; the quality control branch of the | 


Philadelphia Quartermaster depot. | 
sted Major McLeod, who had been with 
. Munsinger for 21 years, also served 
i. in World War I. 
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Motion Picture 
Stars fo Handle 


Own Productions 


David L. Loew 
Will Head New 
Producing Artists 


Hollywood, Cal., July 21.— The 
generally blase film capital was 
startled out of its complacency this 
week with the launching of a new 
major motion picture production 
company, Producing Artists, Inc., 
founded on a plan which has been 
depicted as the most important and 
daring since Mary Pickford, Doug- 
las Fairbanks Sr., D. W. Griffith 
and Charlie Chaplin revolutionized 
the industry by organizing United 
Artists 24 years ago. 

At the head of Producing Artists 


r ee. 
Buffalo's Most 
— Powerful — 
Transmitter 


SSS 


fon 


National Representatives: % 


representative who directs the des- | 
tinies of many millions of dollars 
in screen talent, and David L. Loew, 
famed producer, financier and for- 
mer exhibitor. Contracts have been 
signed to release their product | 
‘through United Artists, starting 
\with a block of three $1,000,000 
productions in 1943-44. Mr. Loew 
is president of the new company 
and Mr. Lyons vice-president. 
Producing Artists discloses a far 
reaching organizational blueprint 
which provides that Hollywood’s 
top film talent—stars and directors 
alike—shall become heads of their 
own autonomous picture making 
companies within the framework of 
the parent company, with each per- 
sonality enjoying full executive and 
production powers in addition to 
profit participation. Authoritative 
sources indicate that advertising 
plans will not be formulated until 
next December at the earliest. 


Can Work Outside 


“At the same time, each star or 
other artist will be completely free 
to work outside of his own com- 
pany and will be available to the 
entire industry,” explained Mr. 
Lyons. “But there will be behind 
him a ‘home’ production unit which 
will, at his bidding, make stories of 
his own choosing, by his own meth- 
ods and with profits for his own 
sharing. In this way creative talent 
will realize the greatest possible 
opportunities and security, artistic 
as well as financial.” 

The company’s initial film will be 
a musical, as yet untitled, to be 
made on an unprecedented scale 
with the compositions of the na- 
tion’s foremost composers as _ its 
“stars.” The story is designed to 
capture the spirit of America in 
melody with music by George and 
Ira Gershwin, Jerome Kern, and 
Cole Porter. Ira Gershwin, Mr. 
Kern and Mr. Porter have already | 
been signed, and negotiations are 
under way with Irving Berlin. 

Producer and director of this 


ten Arthur Lyons, leading artists’ | 


Fuller Posters | 
Help Recruit Farm, 
Cannery Employes 


San Francisco, July 21.—Recruit- 
ing of farm and cannery help was 
added this week to the wartime 
“home front” promotions supported 
by W. P. Fuller & Co., large West 
Coast paint and varnish manufac- 
turer. 

A consistent user of outdoor ad- 
vertising, Fuller has since the first 
of the year devoted 1,300 panel 
posters in more than 400 western 
communities entirely to govern- 
ment war drives and projects. 

In areas where fields and or- 
chards will soon be ready for the 
crop corps, the colorful posters 
carry the appeal, “Help harvest— 
they need you.” Posting dates have 
been worked out to coincide with 
the varying harvest seasons in dif- 
ferent localities. In localities where 
canneries face labor shortages, the 
Fuller posters are revamped to ask, 
“Want a war job? Help now in the 
canneries.” 

Earlier this year, as a contribu- 
tion toward speeding up war pro- 
duction throughout the West, Fuller 
turned over its 24-sheet postings to 
the appeal, “Put a roof over a war- 
worker’s family,” in 30 cities where 
shousing conditions had been desig- 
nated as critical. Each poster was 
localized, carrying the war hous- 
ing center’s phone number. 
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PAINT-MAKER AIDS WAR EFFORT 


W. P. Fuller & Co., San Francisco paint manufacturer, helps recruit harvest hands 
and cannery workers in its latest 24-sheet posters, which have been devoted to 
war efforts since the first of the year. McCann-Erickson handles the account. 


Other home front promotions 
aided by the company have been 
support of Victory gardens and an 
attack on absenteeism with the 
warning that “Playing hooky helps 
the enemy.” All posters carry il- 
lustrations by the artist, Frederic 


Steps Up Campaign 
Phillips & Benjamin Company, 
New York, national distributor of 
Mint laxative, is substantially in- 
creasing its newspaper advertising, 
with Pop Momand, artist and car- 
toonist, drawing a series of humor- 


Stanley. ous cartoons keyed to the slogan, 
| MecCann-Erickson is the Fuller}‘Take a hint.” Tracy, Kent & Co., 
| agency. |New York, is the agency. 


first picture will be Rouben Ma-| 
moulian, who has just returned | 
from New York where he directed | 
the smash stage musical “Okla-| 
homa.” There will be either in| 
new or unpublished compositions 


more than $250,000 invested in 
music alone, it was declared. Mr. 
Loew and Mr. Lyons simultane- | 


ously disclosed the organization of | 
another major company headed by | 
comedian Jack Benny, who will | 
produce a series of comedies with 
himself as star, backed by the best | 
available supporting talent. 

The Producing Artists organiza- | 
tion has moved to offices in the} 
General Service Studios. Mr.) 
Lyons is in New York to purchase 
story properties and to lay the 
groundwork for anticipated produc- 
tion of plays on Broadway by Pro- 
ducing Artists, and to negotiate 
with writers for original musical 
and dramatic material. Mr. Loew 
said that within a few years the 
new organization expects to fulfill | 
production schedules of from ten to | 
18 top budget pictures annually. | 


New Magazine ‘Read,’ 
Carries No Advertising 


A new magazine, Read, appeared | 
|}on the newsstands last week repre- | 
senting the combination of Fact Di- | 
gest and Science & Discovery. The | 
magazine, “digest” size, carries no| 


| 
! 


advertising and sells for 25c. A| 
test advertising campaign placed | 
through Arthur Rosenberg Com-'| 
pany, New York, is appearing in| 


the Washington Post. 
|a series of six teaser ads, 100 x2 
j}and two full-page advertisements, | 
| the latter appearing July 15 and 16. 
| The pages feature a coupon asking | 
|$1 for a four-month subscription. | 
Unexpired subscriptions to  both| 
| Fact Digest and Science & Discov- | 
| ery will be completed by Read. New | 
| York offices are at 1780 Broadway. | 


It consists of | 


| Read is being published by the| 
Rodale Press, J. I. Rodale, pub- 
|lisher and editor, Emmaus, Pa., 


publisher of Fact Digest and Sci-| 
| ence & Discovery. 


Capper Joins WJZ | 

Guy Capper, formerly advertis- 
ing manager of the Standard Star, 
New Rochelle, N. Y., has joined the 


sales staff of station WJZ, New 
| York, replacing Luellen Stearns, 


who has joined the Army. 


Reaney Named V. P. of 
O. K. Tool Company 


Ernest Reaney, for the past 15 
years with the O. K. Tool Company, 
Shelton, Conn., manufacturer of 
precision tools, has been appointed 
vice-president in charge of sales and 
engineering. 


Carrying a full pail from the 
milkhouse, the farmer’s daughter 
mused: “This milk will sell for 
enough to buy many dozens of 
eggs. When they hatch, and the 
chickens are grown, they will 
bring a pretty price in the mar- 
ket. Then I shall buy a new gown, 
and go to the ball. When the 
young fellows propose to me, | 
shall toss my head, and refuse 


them every one.” 


And suiting action to the word, 


she impetuously tossed her head, 


spilling the milk upon the ground; 


and again stood face to face with 


stark reality. 
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Geyer Suggests 
Triple Plan for 
New Products 


New York, July 21.—A need for 
“triplicate thinking” on the part of 
industries which expect to place 
products in the postwar market was 
yoiced here by B. B. Geyer, presi- 
dent of Geyer, Cornell & Newell, in 
an interview in New York Times. 

He said that wartime develop- 
ment of new materials and advanced 
product designs may prove of such 
importance that 1942 models of 
manufactured products would not 
be acceptable for postwar produc- 
tion. He added that the longer the 
war continued the more radical 
would be the changes that must be 
employed in postwar products. 

“Postwar planning must reckon 
with such major factors as ad- 
vances in the development of frozen 
and dehydrated foods, chemical rub- 
ber, high-octane motor fuel, syn- 
thetic building and clothing mate- 
rials, medicine, packaging and 
distribution, plastics, light metals 
and electronics, as well as popula- 
tion shifts, public attitudes and 
economies,” he said. 

Recognizing that enormous 
changes are coming is not enough, 


he continued. Management should 
try to estimate the time there will 
be to make the adjustments to these 
changes and three-stage planning 
will help in being ready for what 
comes, he said. 


Complete Program Needed 


“This is what I mean by three- 
stage planning,’ Mr. Geyer ex- 
plained. “Plan No. 1 should be a 
complete program based on the ear- 
liest possible return to consumer 
goods production. The program 
should cover product design, the 
utilization of possible new mate- 
rials, production, pricing, distribu- 
tion and advertising. 

“That program should be made 
ready immediately and changed as 
often as new developments indicate 
any improvement in the program. 
Completely independent of that 
program should be a second plan 
based on the assumption that civil- 
ian production will be delayed six 
months beyond the first hypothet- 
ical date. A third program should 
be based on a still later date.” 

He suggested that possibly, in 
many cases, three separate groups 
would create the three plans, each 
operating on the basis that it would 
be the only one used. If it worked 


out that way, there would be a con- 
| siderable waste in “triplicate think- 
ing,” he admitted, but “the waste 
would be nothing compared to the 
cost of not being ready when the 
bell rings.” 

| During the next two years the 


government will 
many war contracts and increase 
others to meet the pending shifts in 
major war operations, Mr. Geyer 
said. He foresaw in that period the 
possibility of the government plac- 
ing orders with manufacturers for 
rebuilding in foreign countries, 
loans to factories for postwar pro- 
duction and promotion of a “Bev- 
eridge Plan.” He expected that 
greater political significance would 
go into all interpretations of war 
developments and preparations for 
the postwar period. 

“War production is moving to its 
peak now and may give way more 
to civilian production as we con- 
tinue to score new victories at the 
battlefronts,’’ Mr. Geyer suggested. 
“This will mean a decrease in the 
present number of war workers and 
an increase in the number now en- 
gaged in civilian employment.” 

Cumulative private savings should 
reach $6,800 per family by 1945, 
according to the present rate, as 
compared with $2,200 in 1939, he 
continued. Taxes will continue to 
rise next year but may drop in 
1945 if the Axis is defeated in the 
next 18 months. 

“As manufacturers quickly con- 
vert to peacetime production and 
absorb those seeking jobs at the 
war’s end, total employment should 
remain at about today’s high mark, 
which, if prices and wages are 
maintained at present levels, would 


enable 61% of American families to 
receive $2,000 and over a year, as 


For assured success 
tn the nich Post-War marked 


do your spadework now 


ITH predictions of things to come 

painting a glorious picture — huge 
buying power, huge demand, huge produc- 
it’s easy to take the com- 
fortable viewpoint that post-war consumer 
.. that dis- 
tribution channels will be wide open for 


tive capacity 
products will sell themselves . 


your choice . 
bility is certain. 


But to face stark reality and to assure 


as definitely as possible the 


maintenance of high employment, pro- 


duction, and profit 


For manufacturers whose 
products are sold through ret 
pattern of this operation can 


department stores have long 


will continue to be the greatest single 
classification of retailers (in dollar volume) 


excepting only the food stores. 
Further, department stores are 
all the 
likely to succeed in weathering 


among retailers most 
the war, to retain their iden- 
tities and be ready for full- 
scale sales operations after 
Victory. 

To the 
later, it is necessary to win for 


pave way for sales 
a line or a brand name the in- 
terest, enthusiasm, and support 


of the store management team 


STORE 


A Chilton @ Publication 


.. that your company’s sta- 


levels, the leading 
manufacturers of America are building 
sound distribution patterns now. 


directors, ete. 


team reads 


— key buyers, merchandise managers, ad- 
vertising and display managers, training 


This can be done through good adver- 
tising copy, well-directed. And this means 
a consistent schedule in Department Store 
Economist, the one publication the whole 
... the magazine that gives you 


complete coverage of the 6900 leading 


continued field . . 


specialty shops. 
Sell the readers 


peacetime of America. Start a 


ailers, the 
be simple: 
been and 


A RECURRING department store 
problem-and-opportunity is the an- 
nual “Back to School” promotion, 
a store-wide event with unusual 
wartime angles. Live ideas and 
tested-and-proved answers for all 
departments from infants to college 
girls were presented to the store 
management team through six big 
pages of a recent issue of DSE — 
typical reason for the widespread 
appeal of this publication . : . typical 
evidence of the medium’s suitability 
for your advertising messages. 


) 


Hh comity i 


stores that do 80% of the business in the 
. the stores whose selections are 
assiduously imitated by smaller stores and 


of Department Store 


Economist, and you're in with the retailers 


substantial advertising 


campaign now, and there'll be no need to , 
cry over spilled milk. 
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BOLS GIN COPY 
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to make a Fine Martini ! 
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advertising 


A national 
newspapers and magazines 
scheduled by Bols gins and liqueurs 
through the New York office of Brisacher, 
Davis & Van Norden, to run through 


campaign in 
has been 


the summer and fall. Copy points out 


that “Bols Silver Top London dry gin 
is now produced by Bols in the Bols 
distillery in the Argentine.” 


compared with less than 21% of the 
families in that income group in 
1936,” he said. 


Hawaiian Market 
Grows Steadily, 
Brochure Shows 


New York, July 21.—Importance 
of Hawaii as a home market was 
pointed up this week in a new pres- 
entation graphically portraying its 
prewar industries, its progress since 
the Pearl Harbor attack, and its 
prospective growth when peace 
comes. 

The brochure, “Hawaii, U. S. A.— 
Not Just Another American Com- 
munity,” prepared by the Honolulu 
Star-Bulletin, reviews the steady 
growth of the territory up until the 
war broke out Dec. 6, 1941. Sugar 
and pineapple production had 
mounted steadily and the tourist 
|trade was bringing 50,000 visitors, 
|spending an average of $12,000,000 
a year in Hawaii. The territory 
bought goods from the mainland 
amounting to $127,000,000 in 1940, 
the latest available Department of 
|Commerce figures, and was a “home 
customer” whose purchases of U. S. 
|products were exceeded by only 
four foreign customers—The United 
|Kingdom, Canada, Japan and 
| France. 

Censorship prevents use of fig- 
|ures on greatly expanded personnel 


|of the Army and Navy, but the pre- | 


|Pearl Harbor payroll amounted to 
| $30,000,000, according to figures of 
the two services. According to 1940 
Commerce figures, the territory buys 
$13,000,000 worth of groceries a 
year; a $9,000,000 meat supply; 
$10,000,000 worth of wearing ap- 
parel; $3,000,000 in medicinal and 
pharmaceutical products, chemical 
specialties, soaps and toiletries; $3,- 
000,000 worth of liquor, wine and 
beer; $4,000,000 worth of tobacco 
|products; $13,000,000 of electrical 
jappliances; $6,000,000 of 
|trucks and buses, tires, tubes and 
|repair materials; and $10,000,000 of 
|petroleum products. 

War has shifted the scenery now 
|—‘‘parks and school grounds ribbed 
with trenches. Waikiki a frizzle of 
barbed wire. The Royal Hawaiian 
Hotel, a sedate Navy rest center. 
Bomb shelters and sandbags are 
;everywhere, and shop windows are 
a lattice of tape.” 

_ But offices, shops, factories and 
plantations are busy. Hawaii has 
exceeded her war bond quotas each 
month. “Working harder, Hawai- 
ians eat more, wear out more 
clothes and make more money to 
buy both,” the brochure adds. “Be- 
sides there are many more people 
in Hawaii. Population figures have 
leaped the fence. Exact figures are 
censored, although 483,000 gas 
masks issued to civilians alone, are 
some indication.” 

Last year, according to Territorial 
Tax Commission estimates, retail 
purchases amounted to $255,481,000, 
34% above the previous year. Sugar 
cane fields produced $53,000,000 
worth of sugar for the mainland. 
More than 435,000,000 cans of pine- 
apple were shipped out, returning 


autos, | 


35 


jan estimated $50,000,000. Growing 


industries may be expected to send 
out coffee, bananas, macadamias 
and choice preserves. 

Hawaii’s third basic industry, 
tourists, is at a standstill but the 
territory is looking forward to the 
time when Americans will again 
crowd the gangplanks in increasing 
numbers. 


‘For Whom the Bell Tolls’ 
May Gross 15 Million 


“For Whom the Bell Tolls,” 
Paramount’s film based on Ernest 
Hemingway’s novel, which had its 
premiere here last night, will run 
second only to “Gone With the 
Wind” at the box office, Paramount 
officials predict. The public is ex- 
pected to spend from thirteen mil- 
lion to fifteen million dollars to see 
the picture. The picture cost three 
million. Loew’s “Gone With the 
Wind” cost four million and has 
grossed twenty-one million dollars 
so far. “For Whom the Bell Tolls” 
was promoted with large-space 
copy in all New York newspapers 
(AA, June 14) as well as maga- 
zines, radio, and outdoor. 
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|\can Weekly has nailed the bad 
‘news down with the announce- 
ment that it had sent letters to a 


Paper Shortage 
large number of advertisers and 


Caused Voiding of thei encies requesti -ancella- 
$300,000 in Ads | tion of nate Gan 000 worth of 


dverti heduled for the Se 
New York, July 20.—There has| tember ing “a 


been a lot of talk bruited about in| The request was made, Mortimer 
advertising circles about fabulous | 


las a result of the War Production 
Board order necessitating a further 
decrease of 5% in paper consump- 
tion in the third quarter. 


by various cuidlentions eanune of | 
the paper shortage, but The Ameri- 


August issues of The American 
| Weekly were closed before the WPB 
order was received. As a result, 
the saving for the entire period has 
to be made in the September issues. 
Advertisers are being asked to 
|cooperate and are being advised 
that if the advertising or a part of 
it can be run in the last two months 
of the year, this will be done un- 
less further paper’ curtailment 
makes it impossible to do so. 


Hatf in New Post 


Ken T. Haff, for the past 24 years 
with McKesson & Robbins, has been 
appointed vice-president in charge 
of sales and advertising for L. N. 
|Renault & Sons, Egg Harbor, N. J., 
producer of Renault American 
champagnes, vermouths 
|wines. National distribution will 
be made through McKesson & Rob- 
| Sales Repr tive | bins. 


PAUL H. RAYMER 


All the July and most of the) 


and still > 


lowa Dairymen Win 
Support in Oleo, 
Butter Dispute 


Des Moines, Ia., July 21.— The 
| dairy industry scored a victory in 
| the state’s oleo-butter dispute last 
week by obtaining a recommendea- 
tion from a 12-member committee 
that Iowa State College make an 
immediate retraction of a publica- 
tion favoring oleomargarine. 

Of the specific statements in the 
publication, put out by Iowa State 
| College, the one that “margarine 
| compares favorably with butter in 
both nutritive value and palatabil- 
ity” drew the greatest criticism 
from the dairy group. 

The group had protested the pub- 
| lication and demanded dismissal of 
the author and the faculty mem- 
bers responsible. Following a meét- 
ing with President Charles E. 
Friley of the college, a committee 
was selected to represent both the 
dairy industry and the college in 
reviewing the bulletin. 


Asks Immediate Retraction 


This committee recommended im- 
mediate retraction, preferably in 
| the form of a complete revision of 
| the publication, which would take 


as eesittitiinasians dirictens pte 
Pour the particular convictions you want in the minds of | 
- ARCHITECTS—those men whose good opinion is the ideal 
a unshakable foundation for your postwar business structure. — 
Fitted roma 


_— FIRST in Designer-Draftsmen Circu- 
lation FIRST in total Professional Circulation 
eras J Percentage of Subscription Renewals, ‘ 


> 
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SIGNS FOR NEW SCHUTTER SHOW 


Robert L. Schutter, president, Schutter Candy Co., Chicago, signs the contract 

for a new radio show on a CBS network. 

president; Mr. Schutter; R. J. Scott, Schwimmer & Scott, the agency; and George 
M. Schutter, secretary-treasurer. 


Left to right are Paul R. Trent, vice. 


into consideration all criticisms and 
suggestions, worked out with 2 
committee representing the dairy 
and farm interests of the state. Dr. 
Friley said the pamphlet would be 
rewritten. 

Agreement of the committee was 
unanimous that many statements 
“are either incorrect or are sus- 
ceptible to misinterpretation or are 
inadequately documented as_ to 
facts.” 

Representing the dairy interes‘s 
on the committee were P. W. 
Crowley, Des Moines, Association 
|of Ice Cream Manufacturers of 
Iowa; Julius Brunner, Osage, Iowa 
Association of Local Creameries; 
|Clarence Nielsen, Independence, 
Iowa Creamery Butter Manufactur- 
ers Association; Scott Ellis, Dallas 
Center, Iowa Dairy Industry Com- 
mission; Ralph Bartlett, Sibley, 
Iowa Creamery Operators Associa- 
tion, and A. N. Heggen, Des 
Moines, Cooperative Milk Produc- 
ers Federation. E. S. Estel, secre- 
tary of the Iowa State Dairy Asso- 
ciation, served as secretary of the 
committee. 

The pamphlet was written by O. 
H. Brownlee, research associate in 
the college economics department. 
It was entitled ‘Wartime Farm and 
Food Policy” and was based on re- 
search carried on by the Iowa agri- 
cultural experiment station at Ames 
and aided by a special grant from 
the Rockefeller Foundation of New 
York. 


‘Sheffield to Sponsor 
Two New Radio Shows 


Sheffield Farms Company, New 
York, will sponsor two new pro- 
grams, one a half-hour quiz show, 
and the other a 15-minute program 
addressed to homemakers. “Guess 
Who!” half-hour quiz show, will be 
heard Wednesdays at 9:30 p. m. 
EWT, over WOR, New York, be- 
| ginning Aug. 11. “The Missus Goes 
| A-Shopping” will be heard Tues- 
| day, Thursday and Saturday morn- 
|ings from 8:30 to 8:45 EWT, over 
| WABC, New York. N. W. Ayer 
& Son is the agency. 


Appoints Korn & Co. 
Golden Brand Food Products 
_Company, Philadelphia, maker of 
|Cream Whipt salad dressing, has 
'named J. M. Korn & Co., Phila- 
| delphia, to direct its advertising. 


Second Network 
Show Added by 


Schutter Candy 


Chicago, July 21.—Despite a seri- 
ous shortage of corn syrup and re- 
strictions on other ingredients that 
go into candy bars, Schutter Candy 
Company this week added a second 
network radio show to its advertis- 
ing program. 

The show, a musical featuring 
“Curt Massey and the Vagabonds,” 
will be broadcast over a 21-station 
NBC network at 5:45 p. m., EWT, 
in eastern states and at 5:30 p. m., 
CWT, in Chicago and midwestern 
states. It will promote Schutter’s 
popular Old Nick candy bar. 

Last week Schutter launched a 
CBS show on behalf of its Bit-O- 
Honey bar, which will continue at 
1:45 p. m., EWT, on Sundays. 
Called the “Coronet Little Show,” 
the program dramatizes leading 
stories and articles from current 
issues of Coronet. It is broadcast 
over 48 CBS stations. 

A strong position of leadership in 
the industry is one of the aims of 
Schutter’s expanded campaign, ac- 
cording to Paul R. Trent, vice- 
president. 

“Little advertising is needed to 
sell all the candy we can produce 
today,” he explained. “But we have 
confidence in the future and the big 
postwar market that is sure to 
come. 

“Consistent and ever increasing 
big-time advertising right now 
an important step in the direction 
of sound, foresighted postwar plan- 
ning. Not only does it build for 
the future, but it serves to keep 
Bit-O-Honey and Old Nick out in 
front of the candy bar parade, even 
though we cannot supply the eve: 
increasing demand.” 

Plans for the “Coronet Little 
Show” call for rebroadcast of the 
dramatizations over WLW, Cincin- 
nati, Fridays. 

Schwimmer & Scott, 
handles the account. 


Nutter to Erwin, Wasey 


Jim Nutter, for the past three 
years press representative of United 
Air Lines, has joined the Seattle 
office of Erwin, Wasey & Co., 4s 
account executive. 


Chicago, 
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Added Benefits 
Offered Members 
of Hospital Plan 


New York, July 21.—Large space 
advertisements in metropolitan 
daily mewspapers here spearhead 
an announcement this week that 
the 257 hospitals affiliated with the 
Associated Hospital Service of New 
York have approved a_ proposed 
liberalization of its Blue Cross 
three-cent-a-day plan to provide 
additional services for its 1,365,000 
members in this area. 

Blue Cross members with semi- 
private accommodations will now 
receive substantial added benefits, 
in addition to hospital bed and 
poard, prescribed diets, general 
nursing care and anesthesia when 
administered by a hospital employe, 
said Louis H. Pink, president of the 
hospital service. 

Copy emphasized use of the op- 
erating room as often as may be 
necessary with removal of the for- 
mer $25 limitation. All X-ray ex- 
aminations consistent with the 
treatment will be provided, the $25 
limitation on this service also being 
lifted. All dressings and all plaster 
casts are now included in the Blue 
Cross service contract, and in ad- 
dition to the drugs listed in the 
United States Pharmacopeia and 


Mrs. Brown and 25,000 other Alabama 
housewives visit the WAPI Model 
Kitchen annually. They taste with con- 
fidence, grirf with pleasure and hurry 
away to buy. 

From WAPI’s Model Kitchen, com- 
plete with practically every modern 
kitchen appliance, WAPI home econ- 
omists broadcast for a half-hour 
daily, discussing sponsors’ products; 
using the products to prepare com- 
plete meals, which are then sampled 
by the studio audience. 

19 participating sponsors in the past 
five years have watched sales grow, as 


3,500 listeners a month write or 


‘phone WAPI for recipes using Model | 


Kitchen sponsors’ products. These 
sponsors have benefited from the 3- 
fold merchandising impact of the 
Model Kitchen—the daily broadcasts 
... the extensive dealer promotion .. . 
the enthusiastic studio audiences. 

Food advertisers will find an oppor- 
tunity in the low cost, high result 
WAPI Model Kitchen. Ask us or 
Radio Sales for detaibs. 


“BIRMINGHAM 


National Formulary, all drugs and 
medications are included. 

Use of the cystoscopic room, car- 
diographic equipment, physiothera- 
peutic equipment and basic meta- 
bolism tests will be made available 
at no extra cost, while laboratory 
examinations, previously held to 
$20, will be limited only by need. 
After 21 days of hospitalization, 
members will receive a 50% dis- 
count for an additional period up 
to 90 days on all regular hospital 
charges including the _ services 
listed. 

Under the new program, individ- 
ual memberships become available 
to men and women less than 60 
years old who cannot. enroll 
through a place of employment. 
Applications for such membership 
are to be made through the serv- 
ice’s office here. Rate of payment 


to hospitals has been increased to 
compensate them for the new com- 
prehensive service, and an extra 
allowance provided for members 
desiring private room accommoda- 
tions. These new benefits, effec- 
tive immediately, will be provided 
for at least one year. 


Two Join NL&B 


Charles J. Neugebauer, formerly 
assistant sales manager and copy- 
writer in the mail order sales de- 
partment of Montgomery Ward & 
Co., has joined the copy staff of 
Needham, Louis & Brorby, Chicago. 
Russell F. Eavey, who has joined 
the research department of the 
agency, was a partner of Burgoyne 
Grocery Index, Cincinnati, before 
serving for seven months in the 
Army. 


37 
_WHIO Leases Wire Joins Schutz Company 


| WHIO, Dayton, O., a basic CBS | Herbert C. Fuperstenberg, for- 
_affiliate, has made a deal with| merly divisional sales manager of 

Automatic Hostess Music Studios} American Art Works, Coshocton, 
whereby patrons of 30 taverns and!|O., has joined Thomas A. Schutz 
“coke” parlors will be able to hear | Company, advertising display coun- 
| top WHIO features. A line has|selor, Chicago. 


control room to the studios of Au-| 


tomatic Hostess, from where news| 
and sports events are fed to the! 


been installed from the stations’ | 
Need Help? 


taverns and parlors. Two war) -.. PLANNING, LAYING- 
plants are currently using the new OUT or WRITING that 
service. | sales booklet » direct mail 

piece , catalog or advertising 


——_—_—_— | 

° . 
White Joins Grant | 
Harry R. White, former pro-| 


duction manager of H. W. Kastor & | 
Sons Advertising Company, has | 
joined Grant Advertising, Chicago, 


in the same capacity. 


| 
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NEW 


th 


ALL CAMPAIGNS ARE SUCCESSFUL 
MARKET WHICH IS COMPLETELY COVERED BY 


HAVEN IS THE 


TEST CITY ~ 


in the 


UNITED STATES 


In a comprehensive study of 60 top ranking U. S. test markets, 
New Haven, Connecticut rated 7th. 
which were considered necessary for a complete analvsis were 
selected “for the express purpose of enabling advertising 
and sales executives to compare and evaluate key markets on the 
basis of their efficiency for test campaigns.” 


The 10 measurable factors 


*This research project was sponsored by the 
Providence Bulletin with the Ross Federal Re- 
search Corp. in charge of auditing. 
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aFive weeks and 26 weeks. 


Two Join ‘N. Y. Post’ War Ad Theme bearing fruit now in the production JUNE SALES OF CHAIN STORES 
John Hancock, formerly adver- of toluol bombs. Food Chains ; . em 
= : " ° %e -—— th$———,%_ Gain 
tising director of the Joliet Specta Is Still Tops Alcoa Ad Draws Deemer Wy A —. ao, 
tor and the Copley papers in IIli- : SS nas 941.1 4.037 —24 4 9 sy 
x 4 rn Second with w e (31%) d Je el SChOCoeESereedsereores 3, 29 $ 03 63% 2 $ 2 560.952 $ 23, 85,754 24 
nois, and William J. Hughes, for the ° h R d =, ©) ANG) tKroger Groc. & Bak. Co..... 32,839,401  29.018.265 +13.2 194,838, 167/081/031 + \4 
past 14 years with the Brooklyn wit edaadaers third with men (29%) was the/+tNaetional Tea ............... 7,187,693 6.794.530 45.8 42,755,263 41,995,422. 5 
. 2.8 minum om n Oo merica boseeesedionecs " ‘ . ‘ , . . » ‘ 
Daily Eagle, have joined the na-| New york, July 21 For the cavanaieaeen (975 a3 ro Pee ee So oe eee 
tional advertisi N . ee et reruls al : G TT RR erate $ 90,229,187 $ 85,743,017 5.2 $ 527,842,349 $ 508,166,618 356 
York Post a ew fourth consecutive time in the Con-|14. The principal portion was de-| Mail Order 49 
; ‘ tinuing Study of Newspaper Read-| voted t l th bli Sears, Roebuck ............. $ 69, 144,691 $ 69,120,849 .-. $ 333,412,565 $ 351,486,688 5 
—_—- ing, war theme advertisements not pan V Mail he nog oh pm ro hon = aeepapallbi ase si L717. 730 2537.19! 32.3 14.438.426 21.041 459 Ry 
’ ; ~ | tMont WORE des verses ) 48,475, 6 53 666.9 £3 
KOIL Adds to Staff __ |only took top honors with men and|ice overseas, while another part eeorainny Wes — eaten: inact = 
Harry Fitch, formerly with|women readers, but also captured|urged those on the home front to Grow _Setal igs eaten aienas $123,002,464 $120,133,760 +2.4 $ 608,378,500 $ 623,195,110 2,4 
Forrest Blair, Pnven Roe me elias ae tan aden h tno do ~ pra po rti t Crown Li a a Se) 2 6579 2 563.753 +3) 16'738 038 14998 906 ta 
P ta ' : er national advertisements | Peoples ....................... 7%, 563, , 735, 4,898, +123 
eee tok ak Mian Mel aedin The sanet, er Oe, Oe ee Ge ee ee eo ait Ti GRR ERO 0 
iL, . » NO. ’ cording to the Continuing Study of| Group Total ............... $ 12,925,118 $ 11,337,386 +14.0$ 75,586,278 $ 65,071,182 + \4) 
Qmaha. Harold Roll, formerly with|based on the June 4 issue of the Newspaper Reading, were The|_ Variety and Miscellaneous , 
Allen & Reynolds, Omaha agency,| American, Waterbury, Conn. Southern New England Telephone | 22°¢ Stores. ----.0)--.-..000+. $e § ee Ti3s§ ais Se 28 
has been named manager of the| A General Electric advertisement|Company, Page 12; Beverwyck| Consolidated Retail Stores... 1,347,803 912.701 447.7 93693626 587091 4 479 
sales promotion department of the|on Page 10 of the paper (1,260| Breweries, Page 17; and Armour & | Diamond Shoe Corp........ . 3,190,564 2,838,091 + 12.4 14,989,790 15,150,573 “I. 
station. lines) took top honors with men/|Co., Page 19. eam Ms wt deep sept sere «(ase Li2s) mere | evaoane Lit 
pots. = beni — ie — The first news of the Argentine | Green, H. i. A reheat 5'430.490 4.831 494 sare 15, 189 664 22'183,840 1-\34 
Te). e advertisement, catchi i is i tinterstat t. Stores...... 3,382,321 2,797,591 +20.9 16,457,028 —-13,671,310 +2 
entitied “You don’t have to stand in| Waterbury American. With banner | Rstqs jf. cones SENG BSR are YAS Rae wee 
‘ ” : - * . “ae  , PRYET LATTE ETE Oli, - ,680, + 12, 
line to buy ELECTRIC POWER!”, | line display, the story was read by| Lane Bryant, inc.............. 2639.21! 1 867.816 441.3 15126.602 —11.318.440 4.334 
shows that in spite of the tremen-/|70% f th Thi eS oii eee COOLER 6,488,492 5,471,258 + 18.6 31,103,113 23,977,651 + 29.7 
P : © of the men. This readership | i eCrory 5187698 4.833254 +7.3 30,167'551 26,301,335 +147 
dous amount of electric power be-| score, however, was tied by the one-| Melville Shoe ............11. 41845032. «4'973923, 268 204741807 -—«25.403°3768 18's 
vom Po 7 ee par war;icolumn “Miners Subject to Draft; sMctellen Stores iicdeeiantes 2,829,006 2.440.698 +i PY ged eee. 010 +238 
a i ” ; * r 5 Pe Rise dsb geencrevcces 864, 205, . + 16.0 
still has a sufficient supply to serve|of the women read the Argentine | Nerterne Sj a RG a 
» an ewberry a * ; 306, 927, + 23. 104.6 1,312,845 +249 
civilian needs. story, placing it tenth among the Penney, DMs. scadesisdseescd 40,968,315 38,451,384 +6.4 218,292,623 200,538,017 +89 
The 1,200-line Esso ad (Page 15) |best-read stories for women, while | 83 %.10. % ae ei fe ee 8 
drew the largest number of women | 50% of the women read the “Miners | Sterchi Bros. ‘415,851 366,307 +135  _2:393,726 2.744.992, —128 
readers (34%). It placed second | Subject to Draft” story. = “eee 4,322,000 4,569,000 —5.4 21,302,000 28,969,000 —25 
with men (33%). More than half Evidence that new ration informa- Woolworth, F. W.....ccccsses 34,676,598 33,025,386 +50 200 358,633 184, 898,133 +84 
Png —— sa" tke : 1 el tion is = very ane to} Group Total ............... $188, 182,907 $172,600,265  +-9.0 $1,004,166,986 $ 926,613,466 +84 
nt, -capturin illustration. |awomen readers is indicat y the ' er : 
The copy related the way in which| Foundation study of the Waterbury Combined Total ........... $414,339,676 $389,814,.428 +4 6.3 $2,215,974,113 $2,123,066,376 +44 
_Esso’s petroleum research program,| American. Four of the ten best-| Four weeks and 24 weeks. 
instituted years before the war, is|read news stories for women con-| #five month period. 


Upper Third, Of Course 


Unlike the lady in the illustration, WKBN 
is far from snooty. Like madame, however, we 
are happily ensconced in the “Upper Third” 
—in the top three of Ohio’s market areas— 


Cleveland, Cincinnati and Youngstown! 
The big Youngstown Market, encompassing 


one of the nation’s largest Steel 


centers... 


with thousands of men and women sweating 
to produce the “heavy stuff” for our myriad 


battlefronts . . . gets complete radio cover- 
age through. only one Youngstown station— 


WKBN. 
This powerful 5000 watt CBS 


mands a potent influence-power among 
1,599,819 people in Northeastern Ohio and 


Northwestern Pennsylvania. A 


dollar retail market! A concentrated, rich 
market! Covered completely—and inten- 
sively—with one station—WKBN. 


You don’t get the complete Youngstown 


Market unless you get Warren, 


outlet com- 


half-billion 


Ohio (pop- 


art 


ulation: 53,000); Sharon, Pa. (population: 
26,000); New Castle, Pa. (population: 48,- 
000); and all the smaller cities and towns 
that comprise Ohio’s Third Market. The 
ONLY Youngstown station that gives you 
these important communities is—WKBN. 


tained news of rationed or scarce|? 


commodities. They are: 

Tomato Juice Point Value Cut in 
Half—Page 1, 53%. 

Butter Scarce in Markets of City 
—Page 7, 43%. 

Ration Book 3 Applications Pour 
In—Page 7, 42%. 

Shipments of Potatoes Increase 
Here—Page 7, 38%. 

In addition to these stories the 
American also published a ration 
calendar which rated, Men 22%— 
Women 41%. This is the second 
time this type of feature has ap- 
peared in these studies. The first 
was reported in the Continuing 
Study of Newspaper Reading’s re- 
port on the Trenton Times. It is 
obvious from the readership results, 
the Continuing Study reports point 
out, that, with the publication of 
such information, newspapers are 
rendering a vital public service. 


Ragnow to Join Mc-E; 
Maher Resumes Post 

August C. Ragnow, since March 
1 advertising manager of Florsheim 
Shoe Company, Chicago, will join 
McCann - Erickson, Inc., in the 
Minneapolis office Aug. 2 as an ac- 
count executive assigned to work 
with the food products group. Mar- 
tin F. Maher, who left Florsheim 
to join Grant Advertising, Chicago, 
will return to the company in his 
former capacity as advertising 
manager. 

Anne Pillion, formerly with Mc- 
Cann-Erickson’s Denver office and 
more recently with John Barrows 
Company, Denver, has joined the 
agency’s Chicago staff as copy- 
writer. Karl Kaufmann, with the 
Detroit office of This Week Maga- 
zine, and prior to that with the 
sales promotion department of the 
Kellogg Company, Battle Creek, 
Mich., has joined McCann-Erick- 
son’s merchandising department in 
Minneapolis. 


Real Income’ Up 


27% Over 1942; 
Living Costs Hold 


New York, July 21.—At the start 
of June, 1943, the American public’s 
real income was $1.27, or 27c more 
on the dollar than on June 1, 1942, 
according to Investors Syndicate’s 
monthly consumer study of what 
people get and spend. For the fifth 
successive month living costs held 
at a national average of $1.06, or 
six cents higher on the dollar than 
a year ago. 

Cash incomes during May aver- 
aged $1.35, or 35c more on the dol- 
lar than in May, 1942, the study 
showed. Resumption of the rise in 
cash incomes followed three months 
of successive declines during 1943. 
Real income, which is the buying 
power of cash incomes in terms of 
prices people have to pay for living 
necessities, like cash income, regis- 
tered the first advance following 
three declines during the first four 
months of the year, Investors Syn- 
dicate asserted. 

“The dollar spent on clothing and 
housing this year during May 
bought approximately as much as 
the dollar so spent in May, 1942. 
This was true, too, of clothing quo- 
tations during April, 1943, but 
wearing apparel for civilians in 
March was $1.03, February $1.05, 
and in January $1.08, all of these 
comparisons being made against $1 
in the same 1942 months,” the re- 
port disclosed. 


Le Strange to Chicago 


H. G. Le Strange has been ap- 
pointed western manager of South- 
ern Agriculturist, with headquar- 
ters in Chicago. For several years 
Mr. Le Strange has been with the 
| New York office of the publication. 
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$1.00 Variety Store Market Facts Write 


79 Madison Avenue, New York, N. Y. 
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_ FIGHTERS IDENTIFIED 
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This National Dairy Products Corp. ad- 
vertisement, picturing a group of marines 
answering chow call, caused a stir when 
mothers and scores of other relatives and 
friends “identified” the men. Fact is, 
a detail of marines stationed in New 
York posed for the picture in a New 
York studio. N. W. Ayer is the agency. 


Realistic Photo 
Tugs Heartstrings 


of Marine Mothers 


New York, July 21.—Mothers, 
fathers and sweethearts who 
thought they recognized a loved one 
in the current National Dairy Prod- 
ucts Corporation’s insertion 
lined “Butter That Won’t Melt at 
110 Degrees,” unknowingly paid 


head- | 


indulging in a little wishful think- 
ing—none of the marines used in 
the picture had any kin among the 
correspondents. When it was de- 
cided to make the illustration, none 


|of those engaged in the undertak- 


ing had any first-hand knowledge 
as to how preserved butter, which 
is made by the Kraft Cheese Com- 
pany, is used in the tropics. N. W. 
Ayer & Son, advertising agency, de- 
cided to enlist the services of a 
detachment of leathernecks who had 
just returned from the Southwest 
Pacific and were stationed in New 
York. 

These fighting men readily agreed 
to help construct the set on which 
the picture was taken. The Mu- 
seum of Natural History furnished 
a photo containing characteristic 
Guadalcanal vegetation, which was 
enlarged to 12 feet by 15 feet. 
Polynesian natives were blocked 


out of the foreground, and five ma- 
rines substituted. Plants native to 
Guadalcanal were obtained from a 
New York florist. 

No professional models appear in 
the picture. All the men are now 
on guard duty in New York. The 
central figure, who was most fre- 
quently mistaken for a son or 
brother, is Robert Newmyer. The 
others are Norman E. Lynch, John 
Kirkpatrick, Thomas Rogata and 
Zygmund Pawelek. 


Carolinas Group Meets 


A midsummer wartime confer- 
ence of the Carolinas’ Advertising 
Executives Association will be held 
July 30-31 at the New Ricks Hotel, 
Rocky Mount, N.C. D. P. Self, ad- 
vertising director, News-Piedmont, 
Greenville, S. C., is program chair- 
man. 


Form New Detroit 


Industrial Agency 

Florez, Phillips & Clark, adver- 
tising and marketing agency, has 
been organized as a division of 
Visual Training Corporation, De- 
troit, sales promotion and technical 
training organization. 
founder and president of Visual 
Training Corporation, is president 
of the new organization. Other 
principals are: C. S. Phillips, for- 
merly with John Bean Company, 
Lansing, Mich.; and L. A. Clark, 
formerly vice-president of Holden, 
Graham & Clark, Detroit industrial 
agency. 


Goulds Pumps Appoints 

Goulds Pumps, Inc., Seneca Falls, 
N. Y., has appointed Moser & Cotins, 
Utica, to handle advertising of its 
domestic water systems. 


G. A. Florez, | 


39 


Appoints H. C. Morris 


Arden Book Company, New York, 
has named H. C. Morris & Co., New 
York, to handle its advertising. 


SE 


Copy Writer Wanted 


| We have an unusual opportunity 
for a gifted young copy writer 
_who will understudy the partner- 
'copy chief in this highly-regarded 
| medium-sized N. Y. é. agency. 
Now is the time to build yourself 
| into the right spot for post- ~war 
development. This is it if you're 
(the right man. Salary open—tell 
us what you think it should be. 
Give complete story please includ- 
|ing draft status. In confidence, of 
/course. Write Box No. 4213, Ad- 
| vertising Age, New York 18, N. . $ 


ee 


—- 


tribute to the realistic art treatment 
used in the copy. 
Letters have been pouring in to | 


National Dairy based on the as- | 


sumption that the picture repro- 
duced in the advertisement was 
taken somewhere in the torrid ter- 
ritories of the Pacific where United 
States marines are now battling the 
Japs. The illustration features sev- 
eral marines answering chow call 
amidst a setting of tropical foliage 
typical of Guadalcanal. 

Not one writer sees the picture 
as posed, nor senses that the real- 
istic effect comes from the minute 
attention to every detail that goes 
into the making of a successful ad- 
vertising photograph. 

One woman in Chicago wrote, “I 
recognize my son in this picture;” 
another in Springfield, Mo., said, 
“The central figure is my _ son;” 
“The soldier in the foreground, the 
one taking the butter from the can, 
is a photo of one of my sons, sta- 
tioned in North Africa,” declared a 
Wisconsin mother; “I am absolutely 
positive in my own mind that this 
boy holding the spoon is my son 
who at the present time is some- 
where in the Pacific,” wrote a Buf- 
falo banker. 

Actually, all of the writers were 


Winston-Salem 
is 
“In The Money” 


——Continuing a steady climb that 
began several years ago, Winston- 
Salem's bank deposits for the first 
five months of 1943 totaled $303,- 
874,000! 


——This "dough" isn't being salted 
away, either, as witness the fact that | 
the folks here recently over-sub- | 
scribed a war bond quota by almost | 
five millions of dollars! 


——If you're selling something in 


North Carolina you cannot afford | 
to overlook this ACTIVE market. 


Journal and Sentinel | 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 


| 
| 


The “most crowded room” 


M™. crowded with excitement, dramatic wallop 
and experience—19 years of experience in see- 
ing and knowing and being part of the news. 


is the WCCO News 


Room. Yet it’s a new room. And spacious. 

Northwest folks— almost 4,000,000 of them in 139 
counties—have for 19 years leaned heavily on WCCO 
for advice, counsel, information, entertainment and 
news. News has always been up in the forefront of 
our activities. As news grew more and more impor- 
tant, the WCCO news staff grew. Grew so large that 
we needed more space and more facilities. Hence the 
WCCO News Room —the largest, the most complete 
in Northwest radio. 

That’s only fair. For the WCCO News Staff is also 
the largest and the most complete in Northwest radio. 
Eleven staff men are authorities in their fields. Men 
like John Raleigh who came to WCCO from the Far 
East, where he was CBS staff correspondent; like 


Good Neighbor to the Northwest 


Larry Haeg, farm news editor, who operates a 148-acre 
farm, between turns as a State Legislator; like Cedric 
Adams (10 years on WCCO) whose current Hooper 
rating for his nightly 10 o’clock newscast is 25.4. 
Eleven men who know the news and know the Northwest. 

When next you see a survey of radio listening in the 
Northwest, information like this about WCCO news 
coverage will help explain the complete dominance of 


WCCO in the Northwest. 


MINNEAPOLIS-ST. PAUL 


50,000 watts - 830 ke 


Represented by Radio Sales, 
the SPOT Broadcasting Division of CBS 
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Standard Oil Ads Call 


Advertising Age, July 26. 1943 Adv 


Outlining the postwar planning ‘ 
for Blood Donors P Pl s program of Hercules Powder “4 TO SO UTHERN FARMERS | 
ostw pany, Lester Velie, writing in e 
Standard Oil god of New ar anning Journal of Commerce and Commer- Suppose All HE Had To Do Wo; 
Jersey is placing advertisements in . J Ind ~ P cial, says the company is giving con- 
key cities throughout its marketing How a Pp lustr W. -  eapmaaia siderable attention to those things CcuT MORE 
territory urging the public to be| or a Peacetime Wo which department managers would 
blood donors when ceed Edited by RALPH O. McGRAW like to do today but which are 
presents itself. The advertisement P blocked because of restrictions on 
' is a thank-you note to the hun-| Service to Customers Is erence for our store on the part of 
dreds of thousands who have given 


of loyal clientele is our most materials and manpower. Pe 
their blood to save the lives of men| POStwar Planning of Some | precious asset—and we shall be de- Saaedie enik-aione lait for Ne te 
in the armed forces. Thousands of| It is frequently said in public,| Pendent on their continuing sup- ing them as soon as the blockades 
reproductions will be prepared and | and sometimes pointedly, that some | Port long after the current abnor- may be removed. 
used to stimulate even greater in- | businesses are using the war to “get|™a@l activity has passed into his-| ‘Fy. company’s six department 
terest in blood donations. McCann-|away with murder.” That some| ‘ry: leaving | Managers are made responsible for 
Erickson, New York, is the agency.| merchants also have observed this In the meantime we are leaving postwar planning which is in line 
is reflected in a piece of copy that|™° Stone unturned to maintain as| Wit, the company’s policy of as- 
appeared recently in a Chicago|®@equate assortments as can be signing responsibilities. Meetings 
newspaper for Codie & Capper, | ad of goods that meet our stand-| 276 held each week at which the 
\ saciid ae wear shop. The eye 7 ar- ae ae See = projects are judged against the 
bang Ba pg a I a BD dial and our service as competent _ loede Oilaaen at ete — _— ~ 
s } ’ - : , om . . . « OW—Te Meet This National EME Sint 
LOWEST CcoOsT fied 4 the age Re Pa ale as it ever was. 7 ings are widely circulated through- potas t spate * oe | 
subscribe to the ‘Take it and like ° ° 


Wel 
out the company to keep the entire CUT MORE PULP WOOD! 
it’ attitude that seems to be all too Users of printing were urged last | organization informed on the work. yt 
IN THE BUSINESS FIELD prevalent these days.” On this|week by Nathan T. Ruekberg, > = * 
hangs these two paragraphs of in-| president, Regensteiner Corporation,| In its booklet, “Are You Over-| Explaining the need for more pulp wood 
stitutional copy: Chicago, to plan for their postwar | looking Anything in Your Postwar| this newspaper advertisement, contrib. [B*lis' 
“Delayed deliveries, British ex-| printing requirements now. His| Planning?”, Alfred J. Silberstein,| uted to the war effort by Virginia Eas 
port embargoes, etc., etc., have| caution was based on the prospects|Inc.. New York agency, recom-| Coast Utilities and East Coast Tele. 
forced us to disappoint a good many |of unusually heavy demands for|mends the following procedure: phones, calls on southern farmers to 
good friends recently. But we|printing after the war which are| 1. Discard. generalities and| “take to the woods on your farms and 
can assure you that we were as dis- | going to be difficult to meet because | cliches which fail to suggest posi-| fight our enemies with your axes and [exp 
appointed as our customers. For|of inefficient equipment which will | tive action. saws!" Ralph M. Dombrower Co., Rich. 
we are acutely aware that the pref- 


take some time to replace. 2. Reduce to proper stature of mond, prepared the copy. 


Woke Up, Pulp Weed Curre: 
This bs Your Wer, Teo! 


ten 
importance and _ probability — th. 
alarming aspects of future busines; Hi 
conditions which are magnified }, 
some interests to make politica! 
issues. 
3. Collate for investigations and L 
analysis the specific conditions un- ‘o 
der which your particular business 3 & 
' may expect to operate. nm 
BP 4. Waste no time nor energy on | 
conditions which are beyond yow 


control. Bu 
CAR 5. Distinguish conditions whic! 
are favorable and should be capi- 
talized on, and those which ar: Ch 
detrimental and should be counter- 
TISING acted. Les 
NER * * & 


Legislation which would allow 
business to set up a tax-free re- » 
serve fund of 3% of annual sales 
up to a volume of one _ millior 
dollars to assure employment afte: 
the war was proposed last week 
by ym uaees president, Na- 
° ° tional Small Business Men’s As- 
... will give you sociation. The problem of not 
‘ f i I ! geperving the AeemiEe, Of | muye- 
nue wou e handle y having 

satis ying resu ts! the reserve fund invested in a spe- 


cial issue of non-negotiable, non- 
: I interest bearing government bonds, 
cK INC. A continuous contract results which would become both interest 
“y LAUC ee from three-month test of 


bearing and negotiable on a speci- 


fied date after the war. 
c a TRANSIT (Card) ADVERTISING ee 


Two Name Matthiessen 


_C. H. Matthiessen Jr., who re- 

I. F. LAUCKS, Inc., Seattle, manufacturers of eee from Hawaiian Pineapple 

—_— . Pe Me Abney . : ‘ ompany in 40, has en ap- 

—— Beattie transit Syetes VELLO casese pasuts, say: pointed jointly by Hawaiian Pine- 

i fis Seattle, Washington Two years ago... we decided to try me Mg on rnen A Se 

gene Be ee can sath ts. Senity tas, 10 eattaiat Transit Advertising... We were so well 1 Delpeny th see mtr ol Enea ellne 
with XP} is best proven by our use 


of this medium. 
fx Two years #go ve were underteking & short 
eooucts 


Paint end decided to 
campaign for our VELLO Casein 


tific and technological developments 
pleased, both from the standpoint of for possible adaptation to the com- 
sales and dealer enthusiasm... we've 


panies’ operations in Hawaii. His 
nt paoou lly because of the 
. ernie aor try Transit Advertising Pret etre t0 well pleased 
Ce ces low cost pe 


run continuously since— and without 2 will be in San Fran- 
any idea of interrupting in the future. 


Transit card advertisers are helping themselves 


na 
sales standpoint © 
with the results, both from s Sf our dealers, that 


, also 7 . A ° 
Meanwhile we nave agded tubssten the entire Northwest to generous portions of “results” pudding. OPPORTUNITY 
sactony & Mond CFRCE Tacoma and have — drives. . ° e ° 
con wero package for specks sth color to sell 100% or more average increase in circulation 
— omen uct w ° . ee ° ° 
‘Secee “ie altro tna Tate ware an azect repiice = in cities of the Pacific Coast, makes Transit FOR INDUSTRIAL 
ce okage is important, Trens medium by using = i 
oe have taken full sdventeee Sore throughout, with strii Cards the cream of the media crop... the COPYWRITER 
hei Sng Liiustretive features and sone Witting paces Ne medium that is “always on the job”. 
aves neve tate berohandived the campaigns vigorously to Our This f 2 omhe At > 
easne werner’ and Gealers. 
<9 tributors vn appr vo nave vite opportunity 22, Pacific Coast TRANSIT Advertising Representatives city— happy with a going agency 
— ness ow onthusiaen for our complete #8 PACIFIC N.W. TRANSIT ADVERTISING . Portland that successfully grew against the 
oie ith Transit Advertising. FIELDER, SORENSEN G DAVIS .. . . Sen Francisco Depression trend, is busier today 
a Yours very truly, HARWOOD HOYT FAWCETT ... . . . . San Diego than ever before, and looks forward 
ae MAYNARD BOYCE, INC... 


© © « «© « Kes Angetes to a most encouraging post war 
TRACTION ADVERTISING CO.. . . . Salt Loke City future. 


The job is permanent. The income 
will allow a man and his family to 
live comfortably in the medium size 
Pennsylvania city (125 miles from 
New York). There will be ample op- 
portunity for him to demonstrate his 
initiative ability, and productivity. 


© 1943 


ay and to advance in proportion to the 
4 success of his efforts. 
7 " 
— . - He must be a copywriter at heart 
a a ee = —able to take tool steel, special 
E efforts wt ransi 
i Cards. Limited space 
i = —reservations for fu- 


alloys, hydraulic presses, power 
transmission equipment, etc. and 
clearly interpret their advantages 
and benefits to the industrial user. 
He must be a prolific producer of 
straight-thinking “reason why’ copy 
for publication advertising. direct 
mail, booklets, etc. But he won't be 


b : » a rt . : tied to a chair—contacts with clients 

oo ae - will give him an opportunity to get 
£ ‘ee out and “‘absorb”’. 

sy If the idea of settling down in a 

Ps congenial Pennsylvania community. 

, ead working with a young, aggres- 

hy j ahr . i ization. Is t ou, 

. Be | “THE WHOLE PACIFIC COAST”—AS A PACKAGE who ab te cuulideaze dhewt your 

AB CONTRACT—LINVOICE—1L CHECK ~— y 4 es ee 


arranged. Box 4214, ADVERTISING 
For Rate Information, See Standard Rate and Data Service AGE, Citcage. 


ture showings invited. 
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Civilian Supply 
Office Is Given 
Sweeping Powers 


(Continued from Page 1) 
iystry divisions are expected to re- 
lay them to the producing units. 
During the last week, OCR has 

buzzed with activity. 
Congressional roadblock, since the 
Congress Was rapidly rushing to- 
ward a civilian supply agency bill 
which would have ripped power 
from WPB and OPA, the agency 
has not been in the news limelight. 
Since the resignation of Joseph L. | 
weiner, head of the Office of Civil-| 
ian Supply which OCR supplanted, 
the agency has worked diligently | 
and quietly. 

It was revealed this week that! 
“listening posts” in 22 major trad-| 
ing areas have been established by | 
OCR for the purpose of forestalling | 
shortages. Largely depending on 
vholesale companies, the agency 
expects to receive warnings of im- 


pending shortages in ample time to} 


the essential status of the 


k 
cnec} 
tem, and to arrange for its ex- 


py 
q@ammmm (READ BY ALMOST 


EVERY MEMBER OF CONGRESS 


But Washington influence begins at home) 


—<—S 


WAT) SS 
PUSIN ES 


Choose the 


leader... 


¥ 


Formed as a| 


pended manufacture before an acute | 
shortage exists. 


Checking Stores, Homes 


needs. For 
farmers insisted 


evenness of 
Texas that 
tect their fields. 
ficient ammunition to 
needs has been granted. 

In a series of questionnaires, OCR 


meet 


pools of valuable items (to 
other area) are located. 
menting its listening post activity, | 
what consumer goods are scarce, 
using trained investigators, 
check both stores and homes. 

Peculiarly enough, 


when WPB officials had 
leyes trained on the curve of 
production. It seemed 
week that only a 


war 


Garrison 


| 


An interesting sidelight is the un- | 565,000,000. 
example, | were 


has sought to learn where untapped | 
some | retailers, 
Supple- | were 
OCR has begun a survey to discover | Wholesalers’ 
who|Remembering that these 


the agitation | in price of goods since 1939, 


the pressure of the nation’s 
In May, 
at $7.- - 
i: of 


under 
biggest buying boom. 
retail stocks were assessed 
In May, 1943, 
$5,763,000,000. 


inventories generally held 
stores, are mirrored in 


Retail Stocks Held Strong 


For proof that wholesalers and 
particularly the latter, 
cushioned for the buying 
| splurge, consider these 1939 figures: 
inventories, $3,439,- 

retailers, $5,203,000,000. 
statistics | 
|are misleading, because of the rise 


it still | 


| 000,000; 


In fact, the amazing thing to 


likely this|many writers is the fact that pre- 
finish | dictions of bare shelves and nearly- 


| would permit the country to achieve |bare customers in the summer of 
its mammoth production goals for | 1943 were freely passed around last 


|1943. Although some sanguine writ-| year. 
}ers had glimpsed an opportunity for | lines 
civilian goods makers to pick up| curbed, 


To date, except for certain 
which war production has 
retail stocks and lines seem 


ithe slack caused by armament cut-|to have held up strongly. 


|backs, WPB officials 
the idea. 
sist, there’s no real satisfying of the 
of war. In the second 


glowered at) 


| demands 


place, cutbacks are temporary, and | 


unused productive capacity will be 
lshifted to a new item. Thirdly, 
‘there continues to be an extreme 


|searcity of many raw materials, and 


despite the urgency of civilian 
needs, only a limited portion of 
those materials can be diverted 


away from production of war. 

The civilian supply picture, how- 
ever, seems most desperate in the 
wholesale field. According to figures 
of the Department of Commerce, 
inventories stood at $4,008,000,000 
at the end of May, 1943. At the end 
of May, 1942, wholesalers had ap- 
proximately $4,674,000,000. The re- 
duction is more striking when it is 
remembered that these are unad- 
|| justed figures, reflecting only dollar 
volume, not physical units. 


This week, too, the OCR— 


In the first place, they in-| through its parent, the War Produc- 


tion Board—authorized expanded 
production of a number of small 
consumer items, including ice picks. 
James Byrnes saw some hope of 
greater civilian production, but 
hedged his hope by saying that it 
depended on stepped-up war pro- 
duction. To reporters, it seemed 
that most officials feel that bedrock 


|is still some fathoms down, and that 


if increased production means a 
shorter war, the continued vise on 
civilian manufacture at home will 
be maintained. 


S. O. Launches Drive 


Standard Oil Company of Ne- 
braska has announced an extensive 
summer and fall advertising cam- 
paign on better car care, with ad- 
vertisements appearing in the ma- 
jority of the state’s newspapers. 


} 


those | 


for civilian supply came at a time|appears that the civilian economy | 
anxious | has not been too rigorously pressed. | 


Retail stocks have shrunk tions | NV Y Times’ Drive 


The buying] New Industries 


rifle | spree of 1942, as well as the moun- 
ammunition was necessary to pro-|tainous 
Production of suf- by 
their | figures. 


New York, July 21.—An intensive | 
promotion campaign, 
attract new industry to New York 
City, is about to be launched by the 
New York Times in its own coiumns 
and in newspapers in leading cities 
throughout the United States. The 
first in the series of advertisements 
is scheduled to appear in the Times, 


| Sunday, July 25. 
In the course of the campaign 
the advantages of New York as a 


| manufacturing and distributing cen- 
ter will be underscored and inquir- 
ies will be invited from executives 
looking forward to expansion after 
the war. 

Full cooperation of many agen- 
cies, public and private, has been | 
given the Times in the preparation | 
of the campaign. As inquiries are 
received by the Times they will be 
turned over to the New York City 
Department of Commerce for atten- 
tion. George Sloan, head of the 
Department of Commerce, will en- 
list the aid of appropriate city de- 
partments and of the Mayor’s Busi- 
ness Advisory Committee, in an- 
swering and following up all leads. 

It is now planned to run the ad- 
vertisements in the Times twice a 
month for an indefinite period. In 
addition, the campaign will include 
the following publications: Chicago 
Tribune, Philadelphia Bulletin, | 
Philadelphia Inquirer, Cleveland | 
Plain Dealer, Cincinnati Enquirer, | 
Detroit News, Buffalo Courier-Ex- | 
press, and Baltimore Sun. | 

Although each advertisement will | 
bear the New York Times signature, | 
there will be no promotion of the} 
newspaper in the copy. The com-| 
plete purpose of the series is to| 
contribute to the growth and pros- | 
perity of New York City. A feature | 
of the advertisements will be let- | 
ters from manufacturers who have | 
located plants in New York, setting | 


designed to}. 
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forth the reasons for their moving 
here and the benefits they have ob- 
tained. 

The Times has the cooperation of 
St. Georges & Keyes, advertising 
agency, in the preparation of the 
advertising. 


Dallas Times-Herald’ 


Promotes 3 Executives 


John W. Runyon has been ap- 
pointed first vice-president of the 
Dallas Times-Herald and president 
of KRLD Radio Corporation, oper- 
ated by the newspaper. 

The appointment was made fol- 
lowing the death of Albert Swin- 
sky Jr., vice-president and general 
manager of the Times-Herald and 
president of KRLD, July 8. D. A. 
Greenwell has been named second 
vice-president and secretary-treas- 
urer of the publication, as well as 
vice-president and treasurer of the 
station, and Allen Merriam has 
been appointed a director of both 
the Times-Herald and KRLD. 


WANTED 


Top-bracket salesman to sell 
outdoor advertising nation- 
ally—Chicago, midwest 
area. Opportunity to earn 
$12,000 to $25,000 yearly. 
Good drawing account to 
start. Experience on con- 
tact with many leading na- 
tional advertisers and agen- 


cies necessary. Prefer man 


under 45 years of age. Re- 
plies strictly confidential. 
Box 4215, ADVERTISING 


AGE, New York City. 


Palace 


program started in the West. 

A low, sinister whistle pierced the 
blackness. Eerie music blended with 
the whistle... 
apprehensive. For a half-hour lis- 
teners sat spell-bound. 

The Whistler was on the air over 
Columbia Pacific! 

Now, a year later, listeners still sit 
spell-bound, every Friday night at 
nine. 39.7% of all available radio fam- 
ilies now listen to this program. That 
means a Hooper rating of 11.2— 
551,000 families actively listening. 

The story of The Whistler is the 
story of all Columbia Pacific origina- 
tions. It’s a story of ideas. Ideas are 
the power-force in radio. Ideas are 
the starting point of every Columbia 
Pacific campaign. 

Ideas— projected by superlative 
execution—make programs on Colum- 


bia Pacific strikingly successful. The 


COLUMBIA Arca 


A DIVISION OF 
Hotel. § 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS. 


then a man’s voice, low, 


reach 


THE 


an Francisco 5 


the cash to pay. 


now available 


Pacific. 
you... 


been told before. 


COLUMBIA BROADCASTING SYSTEM 


Columbia Square, 


551,000 families to their chairs! 


A year ago an idea was born. Anew ‘Whistler, for example: It was written 
by top Hollywood writers. Then it 
was cast with top Hollywood talent, 
and produced by the sure-footed staff 


of Columbia in the West.. 


.the staff 


responsible for so many of the great 
coast-to-coast CBS shows! 

Columbia Pacific serves some five 
million Western families—five million 


families who have the will to buy and 


Through Columbia 


Pacific you can reach these families— 


them with ideas... attention- 


arresting, action-impelling ideas — 
translated into radio programs that 
build West Coast audiences into a buy- 
ing army for you. 


Such programs as The Whistler are 


for sale on Columbia 


Ask us or Radio Sales for de- 


tails. Or ask us to create an idea for 


an idea planned to tell your 


‘ory more dramatically than it’s ever 


NETWORK 


Hollywood 28. 
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Ward's to Repeat 
Group Catalog’ 
for Garden Fans 


(Continued from Page 1) 


garden department in both display 
and sales senses. In addition, each 
store, depending on its size and lo- 
cation, received a very limited num- 
ber of copies—usually three or four 
—to use as “loaners.”’ Loan copies, 
however, were not to be given to 


individual customers except under | 


unusual circumstances; generally 
speaking, they were to be loaned 
only to organized groups such as 
garden clubs, ladies’ clubs, neigh- 
borhood organizations, etc. Thus, 
each copy was designed to serve the 
needs of groups of potential custom- 
ers, rather than individual custom- 
ers. 

In the stores and in the order 
offices, the book was used as the 
spearhead of store selling. It was 
given a prominent and permanent 
location in the garden department 
and was used as a sales tool, not 
only in helping to sell merchandise 
in stock on the floor, but in filling 
orders for retail sales even when 
stocks were not actually at hand. 

Garden departments in the stores, 
and the order offices, insist that it 


Wanted 
WOMAN WRITER 


Radio Commercials 
By leading southern A.A.A.A. agency— 


woman experienced in radio copy. To 
write commercials for chain shows. local 
and participating programs and spot an 
nouncements—largely for food products. 


No script writing necessary. 

Not a ‘'duration’’ job, but a permanent 
one. Liberal salary and bonuses. Write 
fully, enclosing samples of work. 


Box 4216, ADVERTISING AGE, Chicago. 


|is the most impressive sales aid they 
i\have ever seen. But Ward’s is a 
|}mail order house and thinks in mail 
lorder terms; the garden book, de- 
spite its elaborate and costly format 
| and its use in the stores, is a 
“catalog,” and therefore it is ex- 
pected to produce direct, traceable 
mail sales. On this basis, those who 
produced the book, while firmly 
convinced of its value, frankly ad- 
mit that it is still in the experi- 
mental stages. 


Garden Book a “Special” 


The regular Ward catalog carries 
a record number of gardening pages 
this year, including many, but not 
all of the items shown in the special 
book, and there is no intention of 
|curtailing this display. The garden 
|book is strictly an “added starter,” 
|with a job to do which has never 
| been tried before by any Ward cat- 
alog. 

While nobody at the mail order 
house is willing to admit that the 
idea has even occurred to them, it 
seems obvious that if the store and 
“group selling” function of the book 
eventually proves out to the com- 
|plete satisfaction of the gardening 
|department, the same type of super- 
|catalog might eventually be pro- 
i|duced for other departments, such 
as the home furnishings department, 
|which already has a catalog of its 
|own, in addition to its place in the 


regular Ward “big book.” +, 


Wards isn’t talking about the 
|quantity of garden books produced, 
|or the cost, but it is understood that 
jonly a few thousand were run off, 
and that the production cost ran 
somewhere between $4 and $5 per 


copy. The entire book, containing 


60 pages, is in full four-color proc- | were supplied by A. B. Morse Com- | GUETEARS OF UNY TOMRUTERS WOFK: | 


ess; it contains more than 600 illus- 


trations of flowers, plants, shrubs| printer of flower catalogs, and rep- 


NOT ‘THE KID’ Restaurant Group 


Appoints Agency, 
‘Plans New Drive 


Chicago, July 20.— Personal in- 
terviews with 800 restaurant em- 
ployes are expected to weigh heav- 
ily in adoption of final plans for an 
advertising and public relations 
program undertaken by the Chicago 
Restaurant Association. 

A three-man public relations 
committee which spent. three 
months studying the presentations 
of eight Chicago agencies, announced 
last week that McCann - Erickson, 
Inc., had been named both adver- 
tising and public relations counsel 
for the association. Miller Munson 
will be account executive. 

The actual campaign is expected 
to be in full swing by Labor Day, 
the association’s committee said, 
and will employ newspapers, out- 
door advertising and a weekly pro- 
gram on a radio station yet to be 
selected. 


Has Three Purposes 
This full-page advertisement by Lipman — 


Wolfe & Co., Portland, Ore., depart- 
ment store, appeared in Women's Wear 
Daily June 25. This “kid” is not to be 
confused with "The Kid" featured in 
the New York, New Haven & Hartford 
railroad series. Copy says ‘Here's John 
L. ‘Metcalfe, who's been covering the 
West for O'Ryan & Goldstein since 1912. 
Old John has spent six nights in the 
last two weeks on Pullman cars.’ Neither 
the railroad nor the agency were pleased 
with this take-off on their widely pub- 
licized advertising campaign. 


Purposes of the forthcoming cam- 
paign are three-fold. The associa- 
tion hopes to attract new employes 
from hitherto untapped labor 
sources; to acquaint present restau- 
rant workers with the full impor- 
tance of their work; and to educate 
the general public to the industry’s 
role in maintaining health. 

A representative cross-section of | 
the industry is being asked a series 
of questions recently pre-tested by 
the agency. Actual interviews with 


|employes will seek answers to the} 


ers chose that employment, what 
they like and dislike about it, what | 


|pany of St. Joseph, Mich., famed 


/and vegetables, with almost 25% of|resented the choicest specimens ot | Savantages ey have, why Sellow 


the items reproduced in life size. 
Aided by Plates 

| 

| Production 


would have 


been | world. The collection has been built | 


|employes left their jobs, etc. Re-| 
sults of these interviews will be} 
|tabulated and used in determining 
the type of radio program, copy for | 


this company’s flower and garden 
plate collection, said to be among 
\the largest and most perfect in the 


| completely impossible were it not|up over decades of specialized ac- the newspaper and outdoor adver- | 


j\for the fact that the plates used 


DO 45.9% OF ALL 


COPY NOW!” 


a 


a 


“HM-M-M! THIS NEW WDAY DATA BOOK 
SAYS US RED RIVER VALLEY HAYSEEDS 


NORTH DAKOTA, SOUTH DAKOTA AND 
MINNESOTA!* BETTER WRITE FER YOUR 


*EXCEPTING COUNTIES CONTAINING MINNE- 
APOLIS AND ST. PAUL. 


S Wty 
WDAY ~~ 
’ 
FARGO, N. D.~5000 WATTS-N.B.C. AND BLUE 


AFFILIATED WITH THE FARGO FORUM 
FREE & PETERS, NAT'L REPRESENTATIVES 


RETAIL BUYING IN 


tising, literature for the workers | 
and other promotional material. 
| Employers also are being asked 
|to answer questionnaires seeking 
| their opinion on problems confront- | 
‘ing them today and possible solu- | 
tions. Member restaurants will be | 
- ‘ rovided with an emblem, which 
after which another black impres- will also be featured in the promo- 
sion—for the description and prices | tion 
of the articles illustrated—was put| The campai eke 
> campaign, to which mem- 
on by R. R. Donnelley & Sons Com-| pers are oan ts pledge $3 for each 
pany, Chicago, so that each page in| employe on the payroll June 1, is| 
the elaborate book actually went | entirely separate from the series of | 
——— the vaee a five umes. full-page newspaper advertisements | 
e difficulty of printing the | suggested to state and local groups | 
book, plus the problem of laying it|)y'‘the National Restaurant As- | 
out, and the numerous troubles en-| <4 Lang, Fisher & Stas-| 
prepay = changing wert ae hower, Cleveland agency, handles | 
so as to supply eac ar istric ‘gna eee St hin niainen 
with a volume which fitted per- Ces serie, wae expense we 
fectly into gardening and landscap- | 
ing problems in its area, proved a| ice possible under difficult condi- 
real headache. Shortages of man-| tions (AA, May 10) 
| power and inability to get supplies | F 3 d 
delayed production of the volume) 
‘for six or seven weeks beyond the Cleveland Club Elects 
|date when it was originally sched-| [9 p. Doyle, advertising man- 
uled to appear, so that it came out) ager of the Cleveland News, has 
|rather late in the selling season, in-|peen reelected president of the 
| stead of around the first of the year. ‘Cleveland Advertising Club. Clay 
However, with most of the work | 7, Reely, vice-president, Fuller & 
behind them now, Ward’s garden-| smith & Ross. and William M. 
|ing department thinks it can reprint | Parrar general manager of the 
the book, with perhaps as many as/Cjeyeland Better Business Bureau, 
one-third more pages, without un-| were reelected vice-presidents, and 
|Horace C. Treharne continues as 


due mental and physical strain. 
One of the most interesting things P he 
© |secretary-manager. John F. Davis, 
|secretary - treasurer of Griswold- 


j}about the book, aside from its size 
Eshleman Company, is treasurer. 


itivity in the nursery field. Engrav- 
‘ings for five or six items in the cat- 
alog, for which Morse had no satis- 
factory plates, were made specially 
for the book by Montgomery Ward. 

Printing in four colors was done 
by the dry color process by Morse, 


sociation. 


| and beauty, is the fact that a half 


| page was devoted to it in the regu- 


| Tam O’Shanter Country Club, Chi- 


restaurants’ wartime plight to the|country club. 
public and promises the best serv-| that the business engineering com- 
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Larger Stores 
Expect 50-125% 


Labor Turnover 


New York, July 21.—Large re. 
tail stores in metropolitan ties 
and defense areas may expect 4 59 
to 125% labor turnover this fal) 
according to a survey of large, me. 
dium-size and small retail stores j; 
42 states just completed by the Re. 
tail Personnel Bureau, an employ. 
ment agency specializing in retajy 
executive personnel. 

The survey was directed by Iry- 
ing Goldenthal, director of the by- 
reau and a member of the Schoo) 
of Retailing, New York University 

“Small stores have been fortunate 
in this problem,” the survey said 
“and they report that their labo; 
turnover for this year will be from 
5% to 25%. This is in sharp con- 
trast to the large stores, which estj- 
mate labor turnovers from 50° ty 
more than 125%.” 

The survey revealed that the ma- 
jority of stores are pessimistic fo, 
the fall, and 61% of all reporting 
stores predicted that the situation 
would be worse. Thirty-three per- 
cent expect the situation to remain 
as it is; only 6% look to a brighte; 
future. 

“The impact of the war has been 
felt by stores of all types and sizes,’ 
the report said, “but the little store- 
keeper with a half dozen or more 
employes has not found the man- 
power shortage so serious, especially 
since small store employes ar 
usually older men and women who 
would not be likely to engage in 
war work, except in spare time. 

“Larger stores, on the other hand 
have felt the shortage acutely, and 
have been hard pressed to find suit- 
able workers.” 

Among the attempts by stores to 
recruit workers are listed such plans 
as recommendations by the stores’ 
own employes, classified advertising 
in newspapers, window displays, use 
of private and state employment 
agencies, cooperation with hig! 
schools, colleges, women’s clubs and 
vocational schools and radio. 


May Copy Gives Boost 
to Golf Tournaments 


Full-page advertisements in all 
Chicago dailies, as well as supple- 
mentary copy in suburban papers 
of the area, were used by George S 
May Company last week to promote 
the All-American open, All-Ameri- 
can amateur and All-American 
Women’s open golf tournaments at 


cago. 
Mr. May also is president of the 
Copy pointed out 


pany paid for the cost of the ad- 
vertisements and all expenses of 
the tournaments. Admission to the 
club grounds was by purchase of 
war stamps and bonds. 


Key Joins Penn.-Central 


William G. Key, former city edi- 
|tor of the Atlanta Constitution, has 
|joined Pennsylvania - Central Aijr- 
|lines, Washington, D. C., as assist- 
ant to Ray Bell, director of public 
relations. Mr. Key has been identi- 
|fied with aviation in Atlanta fo! 
several years, and for the past tw: 
|years has been wing staff officer in 
|the Georgia Civil Air Patrol. 


\lar spring catalog of the mail-order 
jhouse, although the garden book 
was in every sense a catalog of its 
own, with the usual description and 
price given for every item illus- 
jtrated. The spring catalog showed 
‘an illustration of the cover of the 


SBhor SOUTH 
|book and of an inside spread, and TEXAS’ 
jin addition to urging readers to RADIO 


consult the book at their nearest 
|Ward’s retail store or order store, 
| went on to offer the catalog for sale 
at $5 to “garden lovers who want to 
|Know more about flowers.” 

Ward’s doesn’t think the world 
|should know how many flower lov- 
jers planked down $5 for a copy of 
| the garden catalog, but they’re will- 
ing to confess that “several hun- 


PACKAGE 


NO OTHER 


|dred” were sold at $5, plus the) CO 
me cost of delivery. | PRIMARY 

° ° r COVERAGE 
Haire Shifts Moran I} OF THE RICH 
| Edward S. Moran, formerly a SOUTH TEXAS 
member of the copy service depart- MARKET 


ment of Haire Publications, New 
| York, has been appointed to the ad- 
|vertising sales staff of Infants’ & 
Children’s Wear, a Haire merchan- 
dising publication. Bernard Segal, 
advertising manager of the Holland 
Laundry, New York, has joined 
Haire Publications, succeeding Mr. 
Moran in the copy service depart- | 


HOWARD 


Write, Phone or Wire Collect for Market Information, Rates, 
Primary and Secondary Coverage and Merchandising Plans 


NATIONAL BANK OF COMMERCE BLDG., SAN ANTONIO, TEXAS 


r 
EVERY TEAM Aéiys Best on its HOME DIAMOND 


= 


If you want your game played | 
by the home team in South 
Texas—this is it! Four stations 
in South Texas’ Radio Package 
that are in there pitching for 


you all the time; each batting 
for you and your products in 
its own local area; all teaming 
up to run up your score 


throughout the whole rich 


South Texas market. Find out 
more about this great team, 


and how it'll play ball for you! 


W. DAVIS 


———_—____ . — ——___—_ 
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General Tire 
Starts Drive for 
© p Synthetic Tire 


| 
| 
Magazines, Dailies, | 
Outdoor, Dealer Aids 
Promote New Product 


(Picture on Page 47) | 

Akron, O., July 21.—General Tire | 
& Rubber Company is introducing | 
its new tire of “American - Made | 
Rubber” with an advertising cam- 
paign which eclipses in scope any | 
advertising program previously 
conducted by the manufacturer. 
Aside from its pioneering efforts 
in research work, General becomes 
the first of the big rubber com- 
panies to launch a heavy, sustained 
advertising campaign on synthetic 
tires. 

The national campaign will make 
use of four-color copy in _ the 
American Magazine, Collier’s, Na- 
tional Geographic, Newsweek, 
Time and The Saturday Evening 
Post. The opening advertisement 
of the magazine schedule appeared 
in the July 3 Post, and the July 17 
Collier’s, announcing the “new Gen- 
eral of American - Made Rubber.” 
Previous newspaper copy invited 
car owners to see the product dis- 
played by General dealers, after 
teaser copy had paved the way by 
ndicating that big things were hap- 
pening in Akron. 

First ad of the magazine series | 
shows the tire crashing through a 
formula sheet with supporting art- | 
work suggesting production de-| 
velopments in rubber. “A General | 
Tire from American-Made Rubber” | 
is the heading. Purdue and Car- 
negie Tech are praised for their co- | 
operation in developing improved | 
rubber. 


“New Tire Is Born” 


The second advertisement to ap- 
pear in the July 31 Post, indicates | 
the birth of the new tire with art 
in typical Robert Reid style — the | 
tire being treated with all the tender 
care and love which parents confer 
upon a baby in the crib. “No won- 
der they’re thrilled,” says the sup- 
porting copy, “because here is the! 
tire everyone knew American engi- 
neering ingenuity would produce. 
Built with American-Made rubber, 
and bearing the name General.” 

As in other advertisements of the 
campaign, quality is emphasized, 
and readers are directed to Gen- 
eral’s famous Silent-Grip tread and 
the same strong cord body which | 
has marked Generals in the past. 
While making tires available, care 
is exercised to show that the rub- 
ber crisis is not over. The new 
synthetic tires will, of course, be 
sold to B and C book holders who 
have a certified need, and some day | 
will be made available to all with- 
out restriction. 

In addition to the national maga- | 
zine campaign, a strong program in | 
behalf of dealers makes use of | 
lewspapers and panel posters. 
Newspapers in all key dealer cities 
from coast to coast will 

yyed to tell the new General tire 
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‘ hoto-engravers in Chicago 
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GENERAL TIRES, INC. 
264 EAST AVENUE 


Headquarters for General Tire-Kraft System Balanced Recapping 
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Actual dealer signatures personalize the 
newspaper advertising of the new syn- 
thetic tires built by General Tire. 


story and to emphasize General 
service. 


Uses Dealer Signatures 


A unique feature of the news- 
paper series is its personalized 
treatment, using the individual sig- 
nature of dealers. This is said to 
be the first time that a rubber com- 
pany has used personal signatures 
in a campaign of this kind. 

The poster program is a strong 
one, making use of boards in all | 
key dealer areas. The 24 -sheet 
messages put the spotlight on Gen- | 
/eral’s new tire and also push the 
services of dealers, including recap- | 
ping. 

Window displays, posters, ban- | 
ners and other dealer aids will like- 
wise support the campaign. The 
program, generally, has a two-fold | 
purpose: the promotion of present- | 
| day business, and the building of 
| business for the postwar period. 
| Dealers have been enthusiastic | 
| about the vigorous advertising pro- 
gram in their behalf, and public} 
reaction to the new tire has been 
excellent, the company says. 

General had an important part in | 
the development of synthetic rub- 
ber, and considerable favorable 
publicity came its way when the| 
organization took over operation ot 
the new government-owned rubber | 
plant at Baytown, Tex., with formal 


|}opening ceremonies at Houston on 


June 28. All of General’s Texas 
dealers were called in for the oc- 
casion. President William O’Neil 
other home office executives 
were on hand, as were state and 
national figures. Governor Steven- 
sen of Texas proclaimed it “Ameri- 
can-Made Rubber Day” in _ that 
state. In the evening General Tire 
was toasted on Coca Cola’s “Victory 
Parade of Spotlight Bands” radio 
program. All this served to focus 
attention on the company on the 
eve of its big introductory advertis- 


|ing campaign in behalf of the new 


synthetic tire. 

General tire advertising is han- 
dled by the Cleveland office of | 
|D’Arcy Advertising Company. 


be em- | Butler Changes Setup; 
Promotes Shook 


| 


| Chicago, has separated supervision 


Scott- Burr Stores Corporation, 
retail subsidiary of Butler Brothers, 


of dry goods and variety goods, pre- 
| viously handled by one merchan- 
|dise manager. Under the new setup, 


|F. M. Schockey becomes merchan- 
|dise manager 
| goods, 
|riety goods. 
|in the company’s executive head- 
| quarters in Chicago. 


of Burr Stores, dry 
and H. L. Myers, merchan- 
dise manager of Scott Stores, va- 
Both will be located 


T. L. Shook, who has been with 
the company for 13 years, has been 
appointed manager of Scott-Burr’s 
newly-created sales promotion di- 
vision. Since 1941 he has been 
chief superintendent of the chain. 


Carl Stanton Joins 
Blackett-Sample-Hummert 


Carl Stanton, formerly radio di- 
rector of Lord & Thomas and its 
successor, Foote, Cone & Belding, 
joined Blackett-Sample-Hum- 
mert, Chicago. 

He will manage the new “Holly- 
wood Theater of the Air” program 
for Procter & Gamble’s Dreft, co- 
ordinating radio activities of the 
agency in Chicago and on the West 
Coast, and will direct all new show 
activities for the Procter & Gamble 
products handled by the agency. 


| banks. 


Series Frowns on 


| 


New Savings Bank Better Business 


Bureau Outlines 


Needless Spending Use of ‘E’ Award 


New York, July 22.—The Savings | 


tisements designed to discourage | 
needless spending and to encourage | 
saving in war bonds or the savings 
All of the insertions are | 
illustrated by Hoff and in a half- 
serious, half-comic way point out 
the fallacy of hoarding money, frit- 
tering it away or buying things that 
are not actually necessary. 

Units of 800, 750 and 600 lines are 
being used in all daily New York 
state papers where there are par- 


ticipating banks and in a large 
list of weeklies. These series will 
continue throughout the summer 


with two ads a month. In addition, 
the banks are using a number of 
women commentators and musical 
clocks on two city stations here and 
five upstate. Supplementing the 
themes used in the newspaper ad- 
vertising, the commercials are tied 
up with all the government cam- 


paigns. 
The booklet, “800 Ways to Save 
and Serve, ’ published by the banks 


in the interest of giving people spe- 
cific ways to serve, has been re- 
quested by more than 150,000 indi- 
viduals in the state. Ruthrauff & 
Ryan, New York, is the agency. 


|augurated a new series of adver- | |revised its recent bulletin, 


| 


New York, July 21.—The Na- 
“Refer- 
ence to the Army and Navy in Ad- 
vertising,” to include four para- 
| graphs which deal with the use of 
the Army-Navy “E” insignia in ad- 
vertising. 

The revisions are as follows: 

“1. The use of Army-Navy ‘E’ 
insignia in advertising is restricted 
exclusively to those to whom the 
pennant has been awarded. 

“2. Firms are at liberty to re- 
produce illustrations of ‘E’ insignia 
in their advertising. As the award | 
is made on a plant rather than a 
company basis, they must, however, | 

make it thoroughly clear that the | 
award has been granted, not to the| 
entire company, but to a specific} 
plant or plants. 

“3. The award entails no en-| 
dorsement by the armed forces of | 
any company’s product, and must 
not be used, in advertising, to imply 
any such endorsement. The award 
is recognition, by the armed forces, 
of outstanding production or con- 
struction—of a job ‘well done.’ 

“4. Advertising referring to or 
reproducing the Army-Navy ‘E’ 


| tion 


must be referred to the Review 
Branch, War Department Bureau ol 


nas 


43 


Public Relations, Washington, D. C. 
(if original nomination was made 
by the Army) or to the Review 
Section, Office of Public Relations, 
Navy Department, Washington, 
D. C. (if the original nomination 
was made by the Navy), if such ad- 
vertising is to be used nationally.” 


Trucking Association 


Resumes Newspaper Drive 


The American Trucking Associa- 
will resume its advertising 
campaign this week with the third 
advertisement appearing in news- 
papers of 60 principal cities, in full 
page and 1,500 line size. 

Last year’s expenditure of about 
$125,000 was confined exclusively 


| to Magazines, while this vear’s cam- 


paign, to total nearly $250,000, will 
|run in newspapers exclusively as 
reported in Private Lines (AA, 
June 21). The third advertisement 
was indefinitely held up when a 
variety of complications made the 
insertion impracticable at the time. 
The Biow Company, New York, is 
| the agency. 


MAILING SERVICE 


Multigraphing —- Filling-in 


Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago Wab. 8655 


MaAQNO 


ias and bom 
THAT’S TODAYS NEW soutHn 


OCPrs 


\ . Test it with Holland’s... 


in Black and White ...in Color 


Giant bombers, hard-hitting fighters, fast transports, and 
huge cargo ships roaring forth from mile after mile of 
ouglas, Lockheed, Vultee, and North 
—that’s today’s new South! 
Turning the great wealth of natural resources and the will- r 
ing skill of hundreds of thousands of patriotic workers 
into billions of dollars of new wealth, a multitude of new 
and fast growing industries have created a great and 
responsive market in the land of magnolias. The time to 
and the place to reach it is in 
the home. The Southland lives at home and loves its homes 
and that’s where its new-found wealth will be spent. Read 
from city to city and from village to village by the South's 
best families, Holland’s is the magazine that sells the 
South. For food, for drugs, for clothes, for cars, for tools, 
for furniture. for refrigerators, for every kind of neces- e 
sity and accessory for the home and family 
the family plane that the war will bring forth 


Consolidated, 


American assembly lines 


reach.that market is now 


South is a new market, a richer market, a market with a 
future! Now is the time to test it with Holland’s—the 
magazine of the new south! 


Magazines* 


” io and 


© 78% 
dwellings. 


and yes, for e 
today s 


= 


48% MORE READERS Read Your 7 
Ad in Holland's Than in Leading National 


ry Why... 


Holland's Magazine is devoted to Southern 


ern families are devoted to Holland's. 
© 72% of Holland's readers own their own homes. 
of Holland's readers live in single family 


88% of Holland's families have children. 


78% of the entire family in the new South read 
Holland's. (4,2 readers per copy.) 


in Today's New South... and 


more than one-half million South- 


*in proportion te circulation, according 
to L. M. Clark Reoder Interest Survey. 


TEST TODAY'S NEW SOUTH NOW, WITH 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK . 


West Coost Representatives SIMPSON-REILLY, 


75 EAST WACKER ORIVE, 
tTD., 


CHICAGO 
RUSS BUILDING, SAN FRANCISCO . 


DALLAS 
TEXAS 


205 GLOBE-DEMOCRAT BUILDING, ST 


tours 


GARFIELD BUILDING, LOS ANGELES 
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RCA to Sponsor 
Full Hour Show 


on Blue Network 


| 
July 21.—A new one- | 
hour show headlined “What's 
New?” will be sponsored by the 
Radio Corporation of America over 
158 stations of the Blue Network 
from Maine to Hawaii. 

The first program will be broad- 
cast Sept. 4 and will be heard 
thereafter Saturdays from 7 to 8 
p. m., EWT. Don Ameche, star of 
radio and screen, will be master of 
ceremonies. 

Theme of the series will 
weekly kaleidoscopic broadcast of 
“What’s New” throughout the 
world, in news, science, sports, the- 
ater, films, music, art, education, 
etc. Anything new and important 
will qualify for a place on this pro- 
gram designed to keep listeners up- 
to-the-minute on the world’s latest 
developments in all activities. 

The program will emanate from 
New York and skip to Hollywood 
and any other place at home or 
abroad where anything new is to be 
aired. J. Walter Thompson Com- 
pany is the agency. 


Kellogg Promotes Gro-Pup 


The Kellogg Company, Battle 
Creek, Mich., will become the first 
sponsor to promote a dog food on a 
national hookup when it launches 
its third daily program on the Blue 
Network Aug. 9 in behalf of Gro- 
Pup. 


New York, 


be a 


| July 20, 
to take in the full network for 


show 


Format of the program will be a} 


news broadcast, heard Mondays | 
through Fridays from 11:30 to 
11:45 a. m., featuring Gilbert 
Martyn as commentator. Repeat 


broadcast for the 13 Pacific Coast 
stations will be heard at 1 p.m., 
EWT, featuring another Blue news- 
caster who will be heard from San 
Francisco with news specially de- 
signed to meet the interests of the 
public in the Pacific area. Kenyon 
& Eckhardt is the agency. 


Takes Network Show 


O-Cedar Corporation, Chicago, 
which has made use of spot radio in 


recent months, has signed for a net- 
work show and will start sponsor- 
ship Aug. 29 of “Hot Copy,” dra- 
matic serial, on 156 stations of the 
Blue Network. The program will 
be broadcast Sundays from 3:30 to 
4 p. m., EWT, in behalf of the en- 
tire O-Cedar line of products. Au- 
brey, Moore & Wallace is_ the 
agency. 

Bayer has 


Aspirin renewed 


effective | 
and added 40 CBS outlets | 
the 
program, heard Tuesday evenings | 
from 7:30 to 8, EWT. The musical 
stars Vivian della Chiesa and 
Conrad Thibault. Blackett-Sample- 


“American Melody Hour,” 


| Hummert is the agency. 


Adds 50 Stations 


Through Ward Wheelock Com-| 
pany, Campbell Soup has added 50 
CBS stations for “Radio Reader’s 
Digest,” effective July 18, compris- 
ing the full network. Starring Con- 
rad Nagel as master of ceremonies 
and featuring well-known actors 
and actresses in dramatizations of 
stories appearing in Reader’s Digest, 
the program is aired Sundays from 
9 to 9:30 p. m., EWT. 

Takes Full CBS Net 


Formerly heard On a 75-station 
lineup, Ironized Yeast, sponsor of 
the mystery thriller “Lights Out,” 
has taken the full CBS network, ef- 
fective July 20. The show is broad- 
cast Tuesdays from 8 to 8:30 p.m., 
EWT. Ruthrauff & Ryan is the) 
agency. 

‘Time’-Blue Air News 


Time and the Blue Network have 
pooled their facilities to present 
daily global news summaries, to be| 
compiled and edited by the radio de- 
partment of the former. Prepared | 
from daily cabled reports of Time's | 
correspondents, the program will bes 
heard over the full Blue Network | 
Mondays through Fridays from 4:30 
to 4:45 p.m., EWT, beginning Aug. 2. 

Frank Norris, managing editor of 
radio ‘March of Time,” will prepare | 
the material aided by a staff of 15 
researchers and writers. Westbrook 
Van Voorhis, narrator of “March of 
Time” on radio and films, will pre- 
sent the news. 


Newsprint Ceilings 
Boosted $4 a Ton 
The ceiling price of 
newsprint paper will be 
$4 a ton on Sept. 1, according to a| 
joint announcement made by the | 
Office of Price Administration and 
the Canadian Wartime Prices and | 
Trade Board. This will bring the | 
manufacturers’ ceiling port price 
for standard newsprint to $58 a ton, 
with maximum prices for the vari- 
ous newsprint zones adjusted ac- 
cordingly. 
Side-run 


standard 
increased | 


also will be 
raised to $58, and super-standard 
newsprint will go up to $61.50 a 
ton, also on a port price basis. 


newsprint 


Harris to Mace Agency 

Larry Harris, for several years a 
copywriter with Ralston Purina 
Company, St. Louis, has joined the 
copy staff of Mace Advertising 
Agency, Peoria. 


Personal philosophy tells 


bedrock that lies on the 


Draft exempt, 
not for what you'll get. 


ADVERTISING DIRECTOR 
AVAILABLE 


tising agency business and to get my feet on the 


By Advertising Director I don’t mean the usual 
conception of the “Advertising Manager”’ 
for the agency and sales department. 

To really direct advertising one must have run 
the gauntlet such as I have: 
> Five years in mechanical and art production. 
> Eight years as space buyer and research analyst. 
> Seven years in copy and client contact. 

You can see no one can fool me about advertising 

I know all the tricks— good and bad. 

There is some manufacturer somewhere in Chi- 
cago or vicinity that can use my knowledge and 
experience to see that his advertising budget is 
being spent for his full benefit rather than for some 
program that might enrich the agent and ulti- | 
mately impoverish the client. 


perhaps a little expensive 


BOX 4212 


ADVERTISING AGE 


me to leave the adver- 


other side of the fence. 


— stooge 


but 


CHICAGO 


|ing is proving successful in main- 
| taining a fairer and more even dis- 


| fairer — everyone 
|share;” “A 


|conditions accounting for 
|number of 


Women Regard 
Point Rationing 
as Successful 


New York, July 21.—Point ration- 


tribution of food in the opinion of 
an overwhelming majority of wo- 
men—more than 13 to 1—accord- 
ing to a current report in the con- 
tinuing poll of women’s opinion 
conducted by the Woman’s Home 
Companion. The poll is based on 
a national panel chosen to repre- 
sent a true cross-section of the| 
magazine’s readers. 

A breakdown of the vote by 
population areas shows that there 
is practically no difference in senti- 
ment between women living in big 
cities and those who do their shop- 
ping in small towns. Among those 
who voted their approval of food 
rationing, many amplified or ex- 
plained their answer with such 
comments as: “Distribution is | 
gets a fairer | 
lesson in democracy;” 
“Can get meat now without marry- 
ing the butcher;” “Could still give 
up a lot and be better off than 
/people in foreign countries.” 

The Companion’s panel was also | 
asked whether they had heard any | 
complaints about the way food, 
gasoline and fuel oil rationing had | 
been handled in their own com- 
munity. Nearly 43% of the women 
replied that they had heard no com- 
plaints worth mentioning. Among 
the 57% who had heard grumbling, 
gasoline got the most black marks. 
The belief that some holders of B 
and C cards did not rate them and 
the inefficiency and partiality dis- 
played by some ration boards were 
the chief causes of complaint. 


Linguaphone Runs 
Summer Campaign 
for Home Courses © 


New York, July 20.—With war 
a greater 
stay-at-homes during 
the summer months this year than | 
in the past, and the global conflict | 
reflecting a great desire on the part 
of the public to learn a 
tongue, Linguaphone 
scheduled an uninterrupted sum-| 
mer campaign for its home study 
courses by means of phonograph 
records and text books, available in 
29 languages. 

While in the past the institute has 
generally reduced its summer ad- 
vertising to a limited list of educa- 
tional media, this year the cam-| 
paign is being expanded to a large 
list of national magazines and sup- 
ported by newspapers. 

Insertions averaging 50 lines will 


foreign 
Institute has} 


appear consistently in magazines 
with 100-line units appearing once 
a week in the New York Herald 
Tribune, Sun, Times and World- 
Telegram. The same papers will 
carry 300-line advertisements once 
a month. In addition distributors | 
of the Linguaphone records and} 
textbooks are expected to further 


augment the advertising campaign 
with insertions on a cooperative 
basis with the institute. 
Arthur Rosenberg Company 
York, handles the account. 


, New 


CBS Radio Sales Issues 
New Rate Cards 


Effective Aug. 15 the eight CBS- 
owned stations, plus WAPI, Birm- 
ingham, and the Columbia Pacific 
Network will have new rate cards, 
thus placing the entire group on a 
uniform discount structure. At 
present, discount rates differ for all 
these Radio Sales stations. 

The new rate card for the Colum- 
bia Pacific Network includes a new | 
transition period daily and a cash | 
discount, identical to that offered to 
the CBS nationwide network. Ad- 
vertisers currently using any CBS 
owned stations, plus WAPI and the 
Pacific Network, may use either the 
present or the new rate and dis- 
count structure from Aug. 15, 1943. 
to Aug. 14, 1944, on schedules prior 
to Aug. 15, 1943, provided suz:! 
schedules are continued without in- 
terruption. The new rate and d's 
count structure will apply to al! 
schedules contracted for after Aug 
14, 1943. 


Dickely Joins Bates 
J.J 


years a 


Dickely, for the past three 
copywriter for Bleckctt 


Sample - Hummert, New York, has 
joined the copy staff of Ted Bates, 
Inc., New York 


TIONAL 


| Telegram, 
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The Advertising Market Place 


The rates for this department are as follows: 


“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


ee 


“Help Wanted,” 


POSITIONS WANTED 


PUBLIC RELATIONS — PROMO- | 
PUBLICITY. Young woman 
of culture, charm, fine appearance. 
B.A. Degree. Ten successful years in 
lecture work, contact and publicity. 
Excellent record. Highest references. 
Capable of one an outstanding job. 
Free to travel 

Box 4217, ADVERTISING AGE, Chgo. 
EXECUTIVE SALESMAN 
job as Sales Manager for a small in- 
dustrial firm was attained by hard 
work and an excellent personal sell- 
ing record which is backed by pre- 


My present 


|} advertising 


|sary. Prefer 


| Salesman in New 


| salary 


vious advertising and sales promotion | 


experience. In looking to the future, 

it now seems wise to plan a change. 

Will consider a top-flight selling job, 

possibly, but not necessarily, selling 

advertising space 35 years of age. 
-A Classification. 

Box 4218, ADVERTISING AGE, Chgo. 


Los ANGELES Agency or Advertiser 


opportunity. My employer 


}an assured 
| tion, ete. 


| Solve your replacement problem with 
|this competent copywriter. Young 
woman, 30, single. 12 years’ news- 
paper background. 4 years promo- 
tion and copy service, writing pro- | 
ductive copy for all accounts. Make | 
|layouts. Versatile. Adaptable. Am-| 
bitions. Employed, but seek wider 


knows of | 


this ad. Address 

Box 4220, ADVERTISING AGE, Chgo. 
A gnl with free-lance copywriting | 
experience plus 8 years secretarial 


experience in a 
some fertile ground 
genuity, imagination 
ability can be put 
a spot like 
30x 4222, 


large agency wants 
where her in- 
and = creative 
to good use, Got 
that in your organization? 
ADVERTISING AGE, Chgo. 
ADVERTISING EXECUTIVE 
Twenty-five years experience gath- 
ered in the advertising and creative 
printing business. Experience covers: 
account selling and servicing, general 
management, study of products, cre- 


ative planning of ideas and cam- 
paigns with the ability to follow 
through production. Age 47. Seek- 
ing permanent connection with good 
future. 

Box 4223, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


| experienced, dratt-exempt firm Kast- 


ern representatives, with New York 
| office, available for additional general 
| Magazine or trade papers. 

Box 4193, ADVERTISING AGE, N, Y. 


| publicity 


HELP WANTED 
WANTED 

| Top-bracket salesman to sell out 
nationally—Chicago, id. 
west area, Opportunity to 
$12,000 to $25,000 yearly. 
drawing account to start. Experi 
on contact with many leading na 
tional advertisers and agencies neces. 
man under 45 years of 
age. teplies strictly confidentia 
Box 4219, ADVERTISING AGE, Ny « 
York office old ex. 
Newspaper Representativ. 
particulars, references 4 
expected, 

Box 4221, ADVERTISING AGE, N.y.c 
PERMANENT ADVERTISING 
STAFF POSITION 
NOW OPEN 
A newspaper of 40,000 circulation j, 
the deep south has an opening on its 
staff for man of ability. Market of 
100,000 population that is not a war. 
boom town. Working conditions ex 
cellent with good remuneration. This 
is not a “duration” job but one wit} 
future. Write qualifica 

immediately to 
ADVERTISING AGE, ©} 
WRITERS 
engineering copy so that 
used in training and in 
structing nontechnical people. In 
teresting work on new Seedieemen 
and opportunity to make your talents 
of maximum use to the war effort 
Well known eastern manufacture 
that can make no post-war promise 
but is always seeking high-calibry 
men. Starting salary $300 
per month, Write giving full par 
ticulars. 
Box 4225, 


tablished 
Give full 


nd 
if 


Box 4224, 


to rewrite 
it can be 


ADVERTISING AGE, N.Y. 
TRADE PAPER 
ADVERTISING MAN 

An established food processor's publi 
cation needs an experienced trade pa 
per advertising man, preferably wit}! 
food background, not only to sell but 
assist in executive duties. Knowledge: 


of dehydration helpful. Permanen: 
position, Write fully. 

Box 4189, ADVERTISING AGE, N.Y.C 
Adv. Mgr. with Indl. Copy Exp. $5200 
Copywriter, Indl. Adv. Agey. $4000 
Editor, Business Paper......... $300 
Salesman, Trade Paper, N.Y.C. $520: 
Artist, Industrial Exp......... $3606 
Secretary-Steno. Adv. Agey... $100 
Billing Clk., Radio & Media. FLASH 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
200 S. State St.—Chicago, Hl. 


CAPT. CHARLES PADDOCK 


Washington, D. C., July 22.- 
Capt. Charles Paddock, forme 
de = sprint star and aide to 

Maj. Gen. William P. Upshur, Ma- 


vine Corps commanding general of 
| the 


Pacific Department, whose 
death in an Alaskan plane crash 
was announced by the Navy today, 
was general manager of the Press- 
Long Beach, Cal., and 
was associated in the management 
of the Pasadena Star News and 
Post, when he entered the Marine 
Corps a year ago. 

A native of Texas, Capt. Paddock 
began his track career in high 
school and became world famous 
as a sprinter at the University of 


Southern California and as a mem- 
ber of the VU. S. Olympic track 
team. 


JOHN L. MILLER 
Cedar Rapids, Ia., 


July 22.—John 
Leston Miller, 


president and gen- 
eral manager of the Cedar Rapids 
Gazette, died at his home today, 
as the result of a fractured pelvis 
suffered in a fall eight weeks ago. 
Mr. Miller, who was 64, became 
president of the company in i¥14, 
having worked his way up from 
advertising solicitor. 


JOSEPH H. GODFREY 


Chicago, July 21.—Joseph H. 
Godfrey, 65, director of publicity, 
Creamery Package Mfg. Company, 


died today at his home in Elmhurst 
Ill. He had been in charge of the 
company’s publicity and advertis- 
ing for a number of years and was 
well known throughout the dairy 
industry for his work in developing 
equipment for the processing of 
dairy products. 

Mr. Godfrey joined the company 
in 1904 as advertising manager, 
later serving as manager of several 
of its branches and subsequentl) 
returning to advertising work. 


Bond Budget Portfolio 


Draws Record Response 

National advertising in maga- 
zines and newspapers has brought 
Norge Division of Borg-Warne 
Corporation, Detroit, more than a 
million requests for budget port- 
folios which are used to hold and 
earmark war bonds for postwa! 
purchases. The portfolios are be- 
ing distributed through distributors 
and dealers. 


In addition, the company has re- 


;}ceived more than 100,000 commen- 


datory letters on the campaign, 
addition to a special Treasury De- 
partment citation. 


Rutledge Joins Agency 

David Rutledge, formerly n 
tional advertising manager of t 
Dayton Journal - Herald, has joined 
the Omaha office of Beaumont a: 
Hohman, as assistant to John P: 
Jones, Omaha manager. 


Chicago Defender (Chicago) 


Michigan Chronicle (Detroit) 
Louisville Defender (Louisville) 


Los Angeles Sentinel (National) 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE - LOS ANGELES 


Chicago Defender (National Edition) . 


Los Angeles Sentinel (Los Angeles) 7 


Total U. S. Negro Population 13 million. Purchasing Power over 2'2 
GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


Poid Circ Neg: Pop 
53,000 375,000 
76,000 
22,050 193,000 
14,223 65,000 
12,000 100,000 
3,000 
180,273 733,000 


Billion Dollars. 


AOVERTISCING 


TORONTO MONTREAL WINNIPEG 


ae Yh td 


REGINA 


MERCHANDISING 


CALGARY EOMONTON VANCcOUVES 


Adv 
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No Shortage of 
Anti-Freeze to 
Harass Motorists 


(Continued from Page 1) 
production and maldistribution of 
available supplies, the War Pro- 
iuction Board hopes to avert a 
repetition of last November’s scar- 
cities by allowing garages to stock 
up with ethyl alcohol and keeping 
4 weather eye on equitable distri- 
bution of the supply. 


In past years a handful of anti- | 


-e mixtures dominated the mar- 
and while the same holds true 
this year, most of them will be 
ailable for non-essential driv- 


fre¢ 
ket 
tor 


una 


ing under WPB Limitation Order | 


L-51. 
Three Classes 
Anti-freeze materials are broken 
down into three classifications, 


namely, permanent (Prestone, 
Zerex, Peak, etc.), methanol (Trek, 


Zerone, Nor’way etc.) and al- 
cohol (Five Star, Super Pyro, 
Ajax, etc.). The permanent group, 


made up of ethylene glycol, will not 
be available for civilian use, except 
as defined under WPB L-5l. Be- 
cause of shortages of synthetic 
methanol, which chemical goes into 


the making of formaldehyde plas- | 
tics, high explosives and other vital | 


war uses, this group may be counted 
yut. Thus the only remaining anti- 
freezes available for non-essential 
iriving will be the ethyl alcohol 
group. 

National Carbon Company, maker 
of Prestone, recently launched an 
extensive campaign for this prod- 
uct with full-page color insertions 
in Collier’s, Life and The Saturday 
Evening Post, in addition to farm 
papers and industrial publications, 


which will carry the bulk of this | 


year’s advertising appropriation. 

Leader in the field, Prestone is 
of the ethylene glycol “permanent” 
group, thus current advertisements 
ire headed “New WPB order may 
entitle you to world’s finest anti- 
freeze,” and copy defines WPB’s 
Limitation Order as to who may 
purchase the product. Sale of the 
product is prohibited to passenger 
cars, station wagons and taxis. The 
campaign is scheduled to run from 
July to October. 


Trek Out of Picture 


Last year the company 


pers promoting Prestone. 


In the 


fall of 1940 National Carbon intro- | 


duced Trek anti-freeze as a com- 


panion to Prestone, and backed it | 


with an extensive advertising cam- 
paign. Trek sold at $1 per gallon 
as against $2.65 for 
1941 the product did good business, 
but last year it became 
extinct, since Trek is of the metha- 
nol group. This year there will be 


none. J. M. Mathes, Inc., handles 
the account. 
Two additional wartime casual- 


les as far as non-essential driving 
is concerned are du Pont’s Zerex 
and Zerone. The former is of the 
“permanent” group and may be sold 
Only as defined under Limitation 
Order L-51. The latter, which uses 
methanol, also became virtually 
non-existent last year, and _ this 
year disappears altogether. How- 


|in consumer 


| Magazines 
|full pages 


| discuss 


las advertising is 


| when 


spent | 
$213,000 in magazines and farm pa- | 


Prestone. In} 


virtually | 


BALTIMORE AGENCY 
WANTS ART DIRECTOR 


Unless 


you want to 


live in 


Baltimore and do a 


variety 
job as head of a compact lay- 
out staff, this will not interest 
you. But if you want to be- 
come part of a seasoned, sub- 
stantial 4-A agency. here is an 
opportunity. Must know how 
and be willing to do anything 
from visuals and comprehen- 
sives for 4-color SEP down to 
working roughs for trade pa- 
pers—and know how to buy 
art besides. Salary, under ten. 
By mail only, to W. Van Sant, 
Van Sant. Dugdale & Com- 
Inc., 200 Court Square 
Building, Baltimore 2, Mary- 
land. 


pany, 


ever, a “war emergency Zerone” 
will be marketed by the company, 
which will be basically ethyl alco- 


| hol, not subject to L-51. 


Last year du Pont spent about 
$96,000 for its anti-freeze products 
magazines and will 
spend about the same amount this 
year. The campaign will open in 
October in a long list of national 

and newspapers, with 
in color in the former 
and space units of various sizes in 
the dailies. Advertisements will 
Zerex and Zerone, why 
Zerex is only available for essen- 
tial commercial driving, 
reason for non-production of stand- 
ard Zerone. Copy will play up the 
“war emergency Zerone.” 

Zerex was introduced in mid- 
October of 1940 as a running mate 
of the company’s Zerone, and 
as a competitor of National Car- 
bon’s Prestone. 
$2.65 per gallon. The company also 
markets Five Star anti-freeze, usu- 
ally kept in the background as far 
concerned since 
the company gave heavy promotion 
to Zerone and Zerex. 


Shortages Were Anticipated 


The effect of wartime shortages 
was anticipated by du Pont in 1941 
an introductory half-page 
statement was used in national 
magazines discussing the role of 


to limited supplies of anti-freeze 
products in the 1941 season. This 
was placed as a prelude to its regu- 
lar campaign for Zerone and Zerex 
in magazines and newspapers. Bat- 
ten, Barton, Durstine & Osborn han- 
dles the account. 

Introduced in 1933, when 90% of 
the anti-freeze mixtures used were 
denatured alcohol, Super Pyro anti- 
freeze, a product of U. S. Industrial 
Alcohol Company, will be promoted 
heavily in newspapers and national 
magazines, with the advertising 
campaign scheduled to break in the 


| fall. 


Last year the company appropri- 
ated about $156,000 in these media 
and expects a much greater expen- 
|diture this year, since Super Pyro 
is of the ethyl alcohol group and 
thus unhampered by Limitation Or- 
der L-5l. Tracy-Locke-Dawson, 
New York, is the agency. 

Commercial Solvents Corporation, 
which spent about $14,000 in con- 
sumer magazines last year for 
Peak, is currently running a cam- 
|paign featuring its year-around 
cooling system protection, giving 
added emphasis to its anti-freeze 
products, Peak and Ajax. 


Uses Full Pages 
| Full-page color advertisements in 
automotive papers and _ industrial 


|journals play up Ajax anti-freeze, 
which is in the ethyl alcohol cate- 


and the}! 


Only 14-Year Oil 
Supply Is Left, 
Ickes Declares 


Defends ‘Bureaucrats’ 
in Speech Before N. Y. 
Sales Executives 


New York, July 20.—A _ deeply 
pessimistic picture of the oil re- 
sources of the United States, once 
thought inexhaustible, was given 
here today by Secretary of the In- 


|terior and Petroleum Administrator 


Zerex also sold at | 


for War Harold L. Ickes, when he 
affirmed the predictions of experts 
that the visible supply will last not 
more than 13 or 14 years at the 
present rate of consumption, 

“We are desperately seeking new 
sources,” he said. ““‘We are encour- 


jaging wild-catting, and we have a 


|chemicals in defense and pointing | 
| velt. 


group of experts who are studying 
methods of production of oil from 
coals and shales.” 

The secretary made these state- 
ments in a brief question and an- 
swer period following his address 
at the Sales Executive Club of New 
York luncheon at the Hotel Roose- 
The name of “Curmudgeon” 


McCarrens, ‘Plain 
Dealer’ President, 
Shot by Caller 


Cleveland, July 22.—John S. Mc- 
Carrens, president and general 
manager of the Plain Dealer Pub- 


lishing Company, and_ president of | country will soon receive copies of 


the Forest City Publishing Com-| 


| pany, publisher of the Cleveland | re 


News, was shot today by a former | 
newspaper who then killed him- 
self. Mr. McCarrens, with wounds | 
in both forearms and his abdomen, 
was said to be in a serious condi- | 
tion. 

The assailant was identified as | 
Herbert L. Kobrak, at one time} 
publisher of the Szabadsag, a Hun- | 
garian paper published here. He had | 
called on Mr. McCarrens for a 
number of years, and it is believed | 
he was seeking funds for establish- 
ment of a picture newspaper. 


WLB Intervenes 


45 


Mayor Suggests 
Broad Promotion 
of New York City 


New York, July 22.—Approxi- 
mately 40,000 industrialists and 
business leaders throughout the 


a booklet, ‘“‘New York Marches On,” 
printing a recent series of edi- 
torials from the New York Herald 


|publisher of a _ foreign language | Tribune, at the request of Mayor 
| Fiorello LaGuardia as part of a 


long-view promotion for “America’s 
greatest city,” with the accent on 
postwar thinking and planning. The 
booklet is issued by the Herald 
Tribune. 

It outlines New York’s greatest 
industry, business management, and 


| points out that within less than two 


generations it has come to represent 


|}a distinct unit of effort, as distinct 


as a manual craft or collection of 
crafts, with “workshops” in great 
office buildings instead of lofts or 
factories. Emphasis is placed on the 


| amazing growth of the metropolitan 


in Music Union’‘s 
Record Dispute 


Washington, D. C., July 22.—The | 


War Labor Board decided today to 
assume jurisdiction in the dispute 
between the American Federation 
of Musicians and electrical tran- 


‘Ickes drew more than 1,200 of the) scription companies. 


city’s leading sales, advertising and 


The AFM and _ its president, 


publication executives to the lunch-| James C. Petrillo, opposed inter- 
eon, but if they expected to hear| vention by the WLB, because the 


some inside information on govern- 
ment affairs, particularly the oil 
and coal problems, they were but 
meagerly rewarded. 

In a speech heavily spiced with 
satire and occasionally garnished 
with nightstick blows on the nog- 
gins of his pet newspaper enemies, 
Secretary Ickes defended the New 
Deal from its inception to the pres- 
ent time, and shifted all blame for 
delays and blunders in the war pro- 
gram from the administration to 


| the business men who, he said, have 


been recruited in droves to head 
and operate important war agencies. 
If the war program has broken 


,down at any point, he declared, “if 


it has failed to keep the pace that 
had been hoped for, it hasn’t been 
chargeable to the ‘brain-trusters’, to 
the ‘New Dealers’ or to the ‘bureau- 
crats.’”’ It is the business men who 
have been running the war, Mr. 
Ickes declared, naming William S. 
Knudsen, Donald M. Nelson and 


| Edward R. Stettinius Jr., and add- | 


ing: “These are the men to whom 
the President has given’ vast 
powers.” 

An indirect criticism of Price Ad- 
|ministrator Prentiss M. Brown was 
|;contained in Mr. Ickes’ reply to a 


gory, while a smaller panel offers|@Question as to why his office says | 


L-51. Nor’way bows com- 
pletely out of the picture this year 
isince this anti-freeze is of the 
methanol group. 

In addition to media mentioned 
above, this year’s schedule will in- 
clude half-pages in color in Col- 
lier’s, while several insertions in the 
|company’s_ institutional campaign 
|currently running in full pages in 
Newsweek and Time will be used 
to promote Commercial Solvents 


| 
| Order 
| 


|products. All advertisements will 
}emphasize the company’s year 
\’round cooling system _ protection, 


|sold in a package of cleaner, anti- 
| freeze, stop leak and anti-rust. 
In 1939 Commercial Solvents 


launched an extensive fall cam- 
paign for Nor’way anti-freeze in 
newspapers, magazines and radio, 


and equipped its dealers with hy- 
|drometers for the correct installa- 
| tion of Nor’way. “Reliable Service” 
| anti-freeze, a phrase reiterated in 
|all its advertising at that time. The 
|Fensholt Company, Chicago, han- 
| dles the CSC account. 
Substitutes Are Banned 

The over-all picture may be 
summed up as follows: “perma- 
|nent” types of anti-freeze materials 
| are wholly confined to military re- 
|'quirements and to commercial ve- 
|hicles as defined under L-5l; 
| methanol types of anti-freeze are 
definitely out; adequate supplies of 
ethyl alcohol based on equitable 
distribution are expected to care 
| for motorists unable to obtain anti- 


and methanol group. 

The ban on selling watery solu- 
tions of inorganic salts, which many 
motorists used last year when they 
were unable to obtain any anti- 
freeze mixtures, will be continued, 
since this was found to do more 
harm than good to motors. 


|freeze liquids of the “permanent” | 


Peak, “permanent” type, for com- |one thing about the gasoline supply 
mercial vehicles as defined by WPB/|and the OPA another. 


“If I am not competent as Petro- 
leum Administrator to advise the 
country on oil supplies and require- 
|ments,” Mr. Ickes asserted, “then 
the President ought to fire me and 
get somebody else. So long as I am 
Petroleum Administrator I ought to 
give out information on gasoline. 
Then you would not have one thing 
today and another tomorrow.” 

Mr. Ickes insisted that all great 
| organizations, such as General Elec- 


| 
| 


tric, General Motors, United States | 


Steel, Ford and others are bureauc- 
racies and “would rattle themselves 
to pieces if they weren't.” He 
argued that General Motors was not 
able to convert to war production 
without friction or disorder but that 
it was a pigmy in size compared to 
the national government and did not 
have an “unruly Congress or a cla- 


| 
| 


morous press or stirred-up public 
to deal with.” 
“Help Wanted News’ 
Starts Publication 

Publication of “Help Wanted | 
News” on a three times a week 
basis has been started by Help| 


Wanted News Publishing Company, 
Chicago. The paper, established 
June 1, is issued Wednesdays, Fri- 
days and Sundays, and sells at 5 
cents per issue. R. J. Carlson and 
Pat A. Henry are editors. 


The paper, which carries the help | 


wanted advertising of local compa- 
nies, is distributed by the “Big 
Four” Advertising Carriers. 


Hoel Joins ‘SEP’ 


William B. Hoel, faculty member 
of Washington and Jefferson Col- 
lege, Washington, Pa., has joined 
the publicity staff of The Saturday 
Evening Post, Philadelphia. Mr. 
Hoel was formerly a reporter 
| the Cincinnati Enquirer. 


| 


on 


| 


board may rule that musicians are 
on strike against the companies, in 
refusing to make any transcriptions 
for radio use, and may order them 
back to work pending an official 
settlement of the dispute. 

The board is expected to appoint 
either a three-man panel or a single 
investigator to decide the issue. 
AFM counsel claims the board has 
no jurisdiction in the case. 


Promotes Rancho Soups 

Schukl & Co., Sunnyvale, Cal., 
will begin sponsorship of “Rancho 
News,” 15-minute radio program, 
on June 24, for its Rancho soups. 
The program will be aired on Sta- 
tion KPO and the NBC Pacific 
Coast network Saturdays at 10 
p. m., PWT. Erwin, Wasey & Co. 
is the agency. 


| area, 

Under the heading, “Why Man- 
agement Comes Here,” it is reported 
| that New York is advertising head- 
quarters of the country and that of 
|438 U. S. advertisers who spend 
$100,000 or more a year, 40% are 
| located in the New York area and 
|60% in the remaining areas of the 
|country. The city’s leadership in 
|design, and the bright prospects 
| ahead are also cited. 


| Offers Canning Folder 


Shell Oil Company, San Fran- 
| cisco, is using newspaper advertise- 
ments to offer a free ““How-to-Do- 
|It” folder on home canning and 
drying of foods. The methods and 
directions in the folder are ap- 
| proved by the home demonstration 
| office of the agricultural extension 
| department, University of Califor- 
| nia. 


| A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336- 
| 607 S. DEARBORN ST. 


| ki 
| és 
>, 


P 
PRINTING 


Now...more 


than ever... 


YOU should 


look to 


Faithorn 


With the war making 


farther distant? You c 


having Faithorn do tl 
ONE contact and ONE 
get together. Write, o 


sonnel, advertising agencies and advertisers 
must look to the best and simplest way to 
handle their production requirements. This 
can be accomplished through Faithorn 
COMPLETE SERVICE —Ad-setting, Engraving 
and Printing, with art work and layouts — 
all under ONE roof. Why send cuts to one 
concern, type to another, blocks away, and 
then give your printing to a firm even 


worry and save TIME, TROUBLEand MONEY by 


a big demand on per- 


an cut costs, eliminate 


1¢ complete job. Only 
order necessary. Let's 
r phone Wabash 7820 


Faithorn Corporation 


AD-SETTING - 


504 Sherman Street - 


ENGRAVING .- 
Phone Wabash 7820 - 


PRINTING 


Chicago, Illinots 


: 


FQPVICTORY 
“t4 BUY 


CHICAGO 
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“THIS IS 
NEW ENGLAN 


—and here’s a real 


New Englander...’ 


9 


Carl Hess is so typically American in appearance that 
Norman Rockwell picked him from an obscure gasoline 
station and farm in Arlington, Vt., as the central figure in 
“Freedom of Speech” among the Four Freedoms. He is the 
son of a German father, born in Hanover, who came here 
to marry an American girl. The face of his father is also 
known to millions, because he posed for Norman Rock- 
well’s April Fool cover, and appears in the Town Hall 
audience where his son holds the spotlight. 


As the symbol of “Freedom of Speech.” 
Hess may be perpetuated for a century or 
more in history books, reproductions, and 
a time may even come when copyright re- 
strictions run out and he will replace 
George Washington crossing the Delaware 
on calendars. A shy fellow in his mid 30's, 
Carl Hess takes this in stride and even 
grins at the good natured sallies of his 
friends on the assembly line at Pratt & 
Whitney in East Hartford who greet him 
with: “Hi-yuh, Freedom-of-speech.” 


Carl Hess was born in Cuttingsville, 

Vi.. a place of not more than 150 inhabitants, educated in 
the only school there. and did not go on to high school be- 
cause his father later rented a farm in Arlington, 50 miles 
away. The Hess family went there. but Carl had a hanker- 
ing to get in the Army, and after a few years of farm work, 
he enlisted in 1929 and went to Fisher's Island. off New 
London. 


“Ever since | was a little boy, I wanted to get in the 
Army.” he explains. “I was a member of Company A of the 
National Guard and we used to drill in Rutland. I served 
one enlistment of a year and a half, and by that time I was 


eh 


Be 1 


9 


Writes Nephew JOSEPH PF. DINNKEN, author of the 


column “Inside Boston,’ who said the other day... 


as glad to get out as I had been to get in, and I came back to 
Arlington to work on an estate.” 


He married Marjory Brown, and they have three chil- 
dren. He bought a small place, put a gasoline pump on it, 
kept his job on the estate, and his wife ran the gasoline 
station during the day. 


Norman Rockwell lives about a half mile from Hess in 
Arlington and Rockwell is actually one of 
the town’s foremost industries. Almost 
everybody in town has posed for him at 
one time or another, and the people in 
town look upon him as one of their own. 


“Everybody in the picture posed sepa- 
rately,” Hess explains. “It looks like we 
were all there together in town hall, but 
we weren't. Rockwell took them one by 
one and then put them together on the 
painting. Sometimes it was a week or two 
between sittings, and every time I got a 
hair-cut it would bother him. ‘I see you 
got your hair cut again. he'd say to me. 
and then he'd shrug his shoulders and say, “O, we!!. T'll just 
have to paint more hair on your head.’ ~ 


The picture is a perfect likeness of Hess. He is 5 ft. 944 
in. tall, weighs 140 pounds and has blue eyes. He decided 
some time ago that running a gas station and working on an 
estate was not essential employment, and went to East Hart- 
ford, where he was placed on the airplane assembly line. 
His wife and children followed him a few weeks later, and 
now they have a house in Collinsville, “but that’s only for 
the duration,” he explains. “Arlington is my home. When 
this is over, I go right back there.” 


{bove are excerpts from one of a series of articles by Joseph F. Dinneen, appearing — exclusively in Boston—in The Boston Globe 


The Boston Globe 


Morning + Evening + Sunday 


ADVERTISING 


BETTER RE A TW@E 


———— 


——EEE—EE————— 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Oberss Winter Place restau- 
rant, and there are the Uncle Dudley editorials 


in ‘The Globe’.” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest Linptey « Heten Lom- 
BARD @¢ Ernie Pyce ¢ Water LippMann ¢ Wittiam H. 
STONEMAN © JOHN STEINBECK ¢ Jay FRANKLIN ¢ JOHN 
Barry ¢ Potty Wesster ¢ Dororny Hittyver « Henry 
Harris ¢ Harotp Putnam ¢ Satty Stuart ¢ GEORGE 
ANTHEIL © ANN Dean ¢ Orto ZausmMeER @ JouN KIERAN © 
Samuet GraFton ¢ Epcar Anset Mowrer ¢ GEORGE 
Wetter ¢ Newt Gites ¢ Ropert J. Casey ¢ Jerry 
Nason ¢ Paut Guaut ¢ Henry McLemore ¢ Heten 
Kirk PATRICK @ RicHarp Mowrere A. T. STEELE e LELAND 
Stowe « Atten Haypen ¢ Waverty Roor « CarLyLe 
Hort ¢ Dorotny Dix ¢ Emury Post ¢ Nat A. Barrows « 
Louts M. Lyons ¢ James Morcan ¢ CHarces MERRILL 
¢ James Powers ¢ Eart Banner ¢ Ext CULBERTSON © 
GRANTLAND Rice ¢ Harotp Kaese ¢ Fretcuer Pratr 
Joun LarpNER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
Vew York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 
4.P.u irephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston. in Tue Boston Grose 


BEST READ NEWSPAPER 


- — 
SS A ——" —— 


mee 2: Se i ect 2 a ee & ; a ne ae - <3 : a x ee a aie eS oe i ee ae .* for. oo ‘ ign | 4, is 
as Adv 
yi 
? . 2 ot rs . 
* | Pe iia eee E 
— 3 ¥ ae a i ir ‘ a 
* bd a ee es ae: a # 
= UNCLE DUDLEY: 2 ee SS 
i Bae , a sot pe ne ‘ ate %, Bees Gh ov . 
= Bi a > me “| 
r ed te em % : / 4 # ee 2% ‘ - aa) i ‘ wal  — 4 
a *y = ent ai 4 _ 
a ce fra - : a Ye , if Py SF il as — an 
' ie as Hi 
‘ ; om" ; * y "s ic i ies 
i), on Ce — *i|. 
+a : 3 <Ss a ie . ie + 
: ye. vt a ee is wl ' : 
: , 4 ’ i i Se - ; ‘ - ¢e wi 
—" ||| [ie 
a f a - i a ie Ome 7 oe. f 4 - oe 
age “4 a -} Gee 
2 an - Se Me aa * <a i 
§ ha ee ape ie 
” = » es a ie 4 . 
> S44\ | — oe a f 
\ a fits is LA : 
- Lae cen = A] PR 
= i nee "sg : # ‘ | 
: _—s | . A \ 
. 4 . .* ott 
: “4 A ; Ce - 
«¢ Bee spoon ae > <5 ES  —_ 
2 eg = = Sar: 
ae — ~~ 
tage 
se ee 
By 
a. R 
Sila si 
si ee t! 
ie ri 
ve 
Ss 
me? 
ae 
ee 
t 
} 
a 
eee . 
YOUR ee Vict BE eee ee 
et 
be 
: s mn 
> Phen 
ae 
a ae s re j : 
"ig i 2 oe : es a es ee y ey of sae <8 y >. Le ig Pom” Se oe a a > kee , a x “_- a, * 4 Be Unies == * s 


4 pas ‘ 7 ; 
; heise Fy fetta Hs Dadi. Pe aS Pee Pasties i a eta 


Advertising Age, July 26, 1943 


y oo ain RETURN oe : 
PHOTOGRAPHIC REVIEW “HEINZ BEANS Are Back Again! 


* ‘ 

A Notionwide Advertising Compargn In . 

Magazines And On Billboords |s Telling This Good News 
Te America's Howse wives 


TASTE APPEAL SCORES AGAIN 


Disploy Heim: Beans With Other Hein: Venetes 
And increase Per Customer Sates 


A meth ” felts os jones 
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4 
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Blatz Brewing Co., Milwaukee, translates Blatz Pilsener beer's ‘good taste” into TRAVEL INSTRUCTION H. J. Heinz Co.'s advertising in July grocery publications announces to the trade 

its current advertisina and merchandising campaian. This window display, along the return of Heinz baked beans ''—but supplies are limited, subject to govern- 

with interior displays carrying the same theme, tie in with the brewing company’s ment regulation.’ Outdoor posters and magazines will carry the news to con- 

advertisine. The campaion is now appearing in newspapers, national magazines sumers, with full pages appearing in the August issue of Good Housekeeping 
and on outdoor posters. and the July 24 Saturday Evening Post. 


WINNER IN BOOKMEN'S TOURNAMENT OKLAHOMA BOUND FASHION CONSULTANT 


New York antral eg 7 


er tee ee somes ome rane 


New York Central's current two-color 
advertisement takes people behind the 
scenes at Grand Central to show the 


public how it can fit its travel needs a 
into the wartime transportation picture. 4 att, 
The copy is appearing this month and 

next in general magazines, including Marjorie Howard, former Paris fashion editor, who has been appointed fashion 
Collier's, Life, Newsweek, The New consultant by Station WKY, Oklahoma City, was given her first introduction to 
Yorker, The Saturday Evening Post, Time Oklahoma by way of the Broadway musical hit of the same name. Left to right 
and United States News. Foote, Cone are J. |. Meyerson, promotion manager of WKY; Miss Howard; and Joan Roberts, 

& Belding is the agency. Alfred Drake and Celeste Holm. stars of "Oklahoma." 


Richard G. May, right, sales manager of Farrar & Rinehart, was the winner of the 

silver cup offered by the Chicago Sun's Book Week as the blind bogey prize in 

the Chicago Bookmen's field day golf tournament at Olympia Fields. Left to 

right are: Ralph Henry, head of Carson Pirie Scott & Co.'s book department; 
A. C. Spectorski, editor of Book Week; and Mr. May. 


PANEL POSTERS ANNOUNCE GENERAL'S SYNTHETIC TIRE 


PRR Sa etal aie 6. oe 
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THIS, TOO, IS AIR POWER 


ie a 


y ii uenieaN “MADE RUBBER 


Outdoor advertising in all key dealer areas forms an important part of the new promotion for General Tire & Rubber Co.'s 
“American-made rubber" tire. The campaign is the biggest in its history. D'Arcy Advertising Co., Cleveland, is the agency. 
(Story on Page 43.) 


FORERUNNER OF EXPANDED WARD'S BOOK OF GARDENS FOR ‘44 


) THIS, TCO, IS AIR POWER! 
Bday! ay PLANTS chat serve the no conve for war, They were ready # ame A 
ef cs measure of U Sa They peompely handled o ches 
wer, as surely as the bombe t blast eonns, essengers, mail 
A ne 
fing power auf transport The A ies alvo helped the Army ar 


forerg tne a single auwa er ghung zone —and are now operating 4 giant 
. with faster, more efficient service than ever fleet of wansport planes over this global 


-_ Wher vel by 
Consequently, when the Japs struck at Pearl So wherever you see a transport plane, f°": hers 
see ae remember this: IT, TOO, 1S AIR POWER pay Aut 
~ witnessed Buils @® integral part of our war machine Massachuserts Ave 
o the Aurline ed A . ! ver hese 


tHe AIRLINES OF THE UNITED STATES 


a18 TRANEPORT GETS THERE HrEST) «6*ennENOrES) = =A) | (Ae CRORES 


‘he Air Transport Association will run this advertisement in national magazines 


ate July, August and early September. Copy points out that transport planes This “group selling” catalog of seeds, plants and nursery products put out by Montgomery Ward & Co., Chicago, this year, he 
serving the home front are a measure of U. S. air power, as surely as the bombers is to be followed up by another elaborate volume, in expanded form, next year. It is shown in retail and order stores—not 
that blast the Axis. sent to the regular Ward catalog list. (Story on Page |.) 
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I. the first 6 months of 1943 The Chicago 
Daily News carried more Total Display 
Advertising than any other Chicago news- 
paper—morning, evening or Sunday”... 


This leadership measures the esteem which 
advertisers hold for The Daily News as 


Chicago's BASIC advertising medium .. . 
The million reader-friends who read this 
home and family newspaper constitute the 
KEY-AUDIENCE of Chicago and are so 
regarded by advertisers, as the following 
figures show: 


Ist Paper. . . . . . THE CHICAGO DAILY NEWS . . 4,363,406 


2d Paper... ‘iisdlicnsiaul i APT: SR II A IE 4.048 447 
). “xe: Daily Herald-American.............0....0.0......... 2,827,343 
4th Paper 2... Daily Times... ...... GF im iti» Oe. 2,543,255 
nae Sunday Tribune... 2,530,841 
>: Riso. a ae erm ee 1,931,498 
7th Paper _...... Data otaal Sunday Herald-American............ | 574,407 
8th Paper Sunday Sun... TE ee 1,055,926 
FUP) FID oc. cncnecececssurs PR, WIN cdc cas nensscninnnssacnsencoseesesnons 422,479 


THE CHICAGO DAILY NEWS 


FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 


* Source: Media Records. For fair comparison, liquor linage omitted since The Chicago Daily News does not accept advertising for alcoholic beverages 
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